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Rough Proofs 


Gypsy Rose Lee tried to bur- 
lesque a strip tease the other night 
on television, but for some reason 
or other it didn’t come off. 


Zenith tells Chicago listeners to 
find “an island of refuge in today’s 
radio” by listening to its com- 
mercial-less FM station, but 
what does it tell owners of Zenith 
FM receivers elsewhere? 


Esquire is to have a little brother 
1amed Bridegroom, whose well- 
neant efforts will probably make 
he anonymous half of every 
vedding just as blushing and self- 
onscious as the beautiful bride. 


Starch ratings give Ford a de- 
ided edge over competitive auto- 
10obile advertising, says John 
Davis, who must assume that the 
ustomers have looked at all three. 


One of the planks in the agenda 
or the national shoe meeting in 
‘hicago is “education of women to 
nportance of shoes in ward- 
obes.”’ 

There are some husbands who 
re so price conscious they are 


Meconciled to their wives’ remain- 


ig illiterate. 
aes 


Parents’ is indoctrinating 1948 
re Santa Clauses from Elmira 
»)New Orleans at a special session 
t the Waldorf, but let’s hope the 
ood saint isn’t preparing to go 
0 Park Avenue. 


After looking over some of the 
idustry earnings statements, the 
all paper jobbers have decided 
Nn a promotional event next 
larch. They don’t want wall paper 
0 become a wall flower. 


Advertising specialty manufac- 
urers complain that “agencies 
on’t recognize us,” which seems 
) be putting the recognition shoe 
n the other fellow’s foot for a 
nange. 


Gladys the beautiful receptionist 

ays she sees agencies are now 
dvertising for seasoned talent, 
ut how can they tell when they 
te thoroughly dried out? 


“how employed on large Mid- 
est daily, but can leave any 
me.’ says a classified advertiser. 
Ycu mean you won’t be missed? 


Arverican Tobacco Co. is ad- 
essing a special campaign to 
*sroes, and if it runs in Cleve- 

few testimonials from Larry 
‘Sy and Satchel Paige will be in 


\ le] 
Copy Cus. 


Gas Industry 
Plans Big Water 
Heater Campaign 


2 Associations Pick 
Hixson-O’Donnell; 
Servel Tells Plans 


ATLANTIC CiIty—A gas water 
heater promotion program which 
will entail expenditures of $260,- 
000 by the American Gas Associ- 
ation and the Gas Appliance 
Manufacturers Association, plus an 
estimated $1,000,000 by individual 
manufacturers, was announced 
here at the AGA’s 30th annual 
convention. 

John A. Robertshaw, retiring 
GAMA president, revealed plans 
for the program in an address to a 
general session of the AGA con- 
clave Tuesday. He said that the 
industry will also launch a gas 
range sales promotion program 
this month which will cost ap- 
proximately $2,500,000 during the 
year. 

“In addition, utilities will spend 
substantial amounts in local news- 
papers, outdoor, radio and _ so 
forth,” he declared. “The total pro- 
motion on ranges might reach 
about $8,000,000 a year.” 


ws The gas water heater program, 
built around the theme “The Court 
of Flame,” will be aimed at pro- 
moting the sale of top-grade heat- 
ers, according to James F. Donnel- 
ly, marketing director of the water 
heater division of A. O. Smith 
Corp. and chairman of the GAMA 
sales promotion committee. 

All manufacturers will place a 
“Court of Flame” seal on their 
top-grade heaters, he said, and 
dealers will be encouraged to push 
the “quality” heaters. 

GAMA will chip in $150,000, he 
explained, and AGA will contri- 
bute another $110,000. Close to 
95% of the gas appliance manu- 
facturers have agreed to tie in 
their national advertising with the 
“Court of Flame” campaign, he 
said. 


# Media and production schedules 
have not yet been arranged. Hix- 
son-O’Donnell Advertising, New 
York, has been selected to handle 
the campaign, however, he an- 
nounced. 

Stanley Gorman, veteran pro- 
motion man, was named secretary 

(Continued on Page 47) 


Religion Copy 


gets a quick check in 
‘Creative Man’s Corner’, 
Page 56. Other features: 
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KROGER CUSTOMERS CAN WIN 


FREE FOOD...ONE YEAR 
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NINE IN ONE—This is the full-color newspaper comic section ad Kroger Co. will 


run as part of its big promotion tying in o 
sponsored for 


other contests now being 


“bonus” free food contest with eight 
nationally-advertised brand products. 


Kroger ‘Bonus’ Contest 
Ties in Eight Others 


Libby Rounds Up 
Big Sales Drive 
for Pumpkin Pie 


Cuicaco—Libby, McNeill & Lib- 
by and merchandisers of related 
items in the food field will try 
another first this fall—the “great- 
est pumpkin selling campaign in 
history.” 

The Chicago food manufacturer 
will spearhead the sales drive with 
a full-color page in the Nov. 15 Life, 
headlined ‘‘Now . the world’s 
easiest pumpkin pie,” and will use 
additional copy in other magazines 
during November. The Life ad, 
says Libby, is the first full-color, 
full-page national ad on any 
canned pumpkin. 

Libby also will push sales of 
the product through December on 
the coast-to-coast ABC daytime 

(Continued on Page 72) 


Own Free Food Offer 
Linked with Prizes 
for National Brands 


CINCINNATI— The Kroger Co. 
launched a gigantic “bonus” prize 
contest last week linking its name 
and 2,500 stores—in a single mer- 
chandising stroke—with eight 
other nationally-advertised con- 
tests now under way for major 
food and soap products. 

Kroger is footing the entire bill 
for its over-all contest, which 
offers “free food for one year” 
to winning Kroger customers, and 
is supporting it with extensive 
advertising in radio and news- 
papers including Kroger’s first use 
of comic sections, and a big array 
of store promotional material. 

For the past three years, as a 
traffic-building plan for its annual 
fall sales promotion, Kroger has 
used a consumer contest pushing 
sales of Kroger-branded coffee. 
Last January, it experimented 
with a concentrated promotion of 

(Continued on Page 74) 


Last Minute News Flashes 


Celebrities’ Housekeepers Praise Air-Wick 


New YorK—Seeman Bros., 


Inc., 


is launching a campaign for Air- 


Wick beginning today with full-page ads featuring testimonials of 


servants of celebrities, in Cosmopolitan, 
McCall’s and Woman’s Home Companion. 


Home Journal, Life, 


Good Housekeeping, Ladies’ 
The 


first series of ads consists of testimonials from housekeepers of Eddie 
Cantor, Walter Wanger and his wife, Joan Bennett, and Joan Caulfield. 
Seeman expects to promote Air-Wick on television stations through- 
out the country around the first of the year. The agency is William 


H. Weintraub & Co. here. 


Orr to Take Over Sealy Mattress Account 


Cuicaco—Sealy, Inc., 


mattress manufacturer, has appointed Robert 


W. Orr & Associates, New York, to handle its account, effective Jan. 1. 
The company plans to continue its advertising in national magazines, 


newspapers, radio and outdoor. 


Scott Agency Names McLaughlin Vice-President 


MILWAUKEE—James M. 


McLaughlin, 
Wadhams division of Socony Vacuum Oil Co., 


formerly general manager of 
has been named vice- 


president and merchandising director of Scott, Inc., advertising agency. 


Henredon Furniture Industries Names Y&R 
MorGanton, N. C.—Henredon Furniture Industries, maker of Hen- 
redon and Heritage furniture, has named Young & Rubicam, New York, 


as its agency. 


(Additional News Flashes on Page 73) 


$400,000 Plate 
Glass Series 
Begun by L-0-F 


Bleed Color Painting 
With Copy on Facing 
Page to Be Used 


TOLEDO—To emphasize the part 
which polished plate glass played 
in contributing to fine homes, fur- 
niture and mirrors a few decades 
ago, when it was scarce and high 
priced, Libbey-Owens-Ford Glass 
Co. next week will begin a: full- 
color advertising campaign with 
unique layout features to continue 
through 1949 in The Saturday 
Evening Post and Better Homes 
& Gardens. 

The Rossford, O., plant of Lib- 
bey-Owens-Ford will round out 
its 50th year of plate glass making 
in 1949. The new advertising series, 
with its historical theme dealing 
with the product of this plant, will 
not only point up the anniversary 
event, but will also emphasize the 
tremendous advances in quality and 
volume and the great reductions 
in price, which have been brought 
about by the machine age in glass. 

The L-O-F series starts in the 
Oct. 16 SEP and will be followed 
in mid-month issues in November 
and continue in 1949 in January, 
February, March, April, June, 

(Continued on Page 73) 


ANPA Bureau of 
Advertising Names 
Barnes as Director 


WHITE SULPHUR SPRINGS, W. VA. 
—Harold S. Barnes, who joined the 
Bureau of Advertising, American 
Newspaper Pub- 
lishers Associa- 
tion, early in 
1946, was chosen 
by the bureau’s 
governing board 
today as director. 
Richard W. Slo- 
cum of the Phil- 
adelphia Bulle- 
tin, B of A board 


chairman, made 
the announce- H. S. Barnes 
ment. 


Mr. Barnes has been acting di- 
rector of the bureau since August, 
when Alfred B. Stanford resigned 


to become 2nd_ vice-president 
and advertising director of the 
New York Herald Tribune. 


He joined the bureau in Febru- 
ary, 1946, as assistant national di- 
rector, coming from Compton Ad- 
vertising, where he had been a 
vice-president and director. Pre- 
viously he spent 11 years with 
Young & Rubicam, and earlier was 
with Pedlar & Ryan. 

He is credited with a major part 
in evolving the newspaper indus- 
try’s selling platform—*All Busi- 
|}ness is Local”—which was a pri- 
mary contributor to newspapers’ 


climb to all-time linage highs. 
In January, 1948, Barnes became 
assistant director of the bureau, 


| supervising both national and re- 
tail segments. 
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Allows Commercials 

Beginning Nov. 1, Canadian 
radio stations will be permitted 
to carry commercial announce- 
ments at the end as well as the 
beginning of newscasts, as re- 
quested by the Canadian Associa- 
tion of Broadcasters. Previously 
the closing announcements were 
limited to the sponsor’s name and 
the news source. 


Phoenix Names Shireman 


John Shireman has been named 
general merchandise manager of 
Phoenix Hosiery Co., Milwaukee. 
He previously was supervisor of 
hosiery merchandising of Mont- 
gomery Ward & Co. and vice-presi- 
dent and sales manager of Strut- 
wear Hosiery Co., Minneapolis. 


“That Fellow Gott” 


Creates the Unusual in 
Advertising that's salably 
sound! 

Special or regular assign- 
ments accepted from ad- 
vertisers and agencies. 


Leo P. Bott, Jr. 
64 E. Jackson $\ CHICAGO 


Opposing Forces 
Marshal Basing 
Point Artillery 


Big Guns Readied 
for Senate Hearing 
Scheduled for Nov. 9 


WASHINGTON—Opposing forces in 
the fight over the basing point 
price system are frantically lining 
up their forces for a heavy engage- 
ment Nov. 9, when a special Sen- 
ate subcommittee will consider 
legislative action to nullify recent 
Supreme Court and FTC anti-trust 
policy rulings. 

How the lines will be drawn is 
to a large extent a matter of specu- 


lation, since the FTC victory in the’ 


cement case, outlawing the basing 
point system of freight equal- 


ization, has a different impact on 
virtually every firm in every in- 
dustry, depending on its situation 
with respect to suppliers and cus- 
tomers. 

The cement case victory cli- 
maxed nearly 30 years of FTC 
litigation against the basing point 
system. By eliminating organized 
freight equalization and making it 
more difficult for the plants lo- 
cated in large production centers 
to compete in distant markets with 
more favorably located competi- 
tors, the commission’s victory 
raises the possibility of vast eco- 
nomic readjustment, including ex- 
changes of customers, and pos- 
sibly the movement of plants. 


ws Some highly inflammatory mail 
has poured in on the Senate sub- 
committee from business men who 
claim that they must move nearer 
to basic sources of supply, such as 
Pittsburgh, in order to survive. But 
this reaction is by no means unan- 
imous, with FTC economists citing 
situations where businesses profit 


It seems Jones reminded the boss 
how The Des Moines Sunday Register covers lowa 


No need to be modest. After all, he showed them 
the inside track to 70% of lowa’s buyers! 


Yes, in 81 of 99 Iowa counties, The Des Moines 
Sunday Register covers from 50% to almost all the 
families—and it reaches at least 27% 


ing 18. 


That adds up to a circulation of 500,000... 
nine other cities have newspapers that big! 


And these half-million families account for the 
lion’s share of lowa’s five-billion-a-year sales. Yet 
The Des Moines Sunday Register brings them to 
you for a milline rate of only $1.70! 


, in the remain- 


only 


PACKAGES 


THE DES MOINES 
ee — AND » TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


handsomely as a result of the 
withdrawal of big corporative 
competitors from remote markets. 

At the eight-day session begin- 
ning Nov. 9, the Capehart group 
will hear half a dozen commission 
witnesses, then turn to buyers and 
sellers of basic commodities such 
as steel, cement and sugar. Before 
the record closes in January, and 
recommendations are compiled for 
the new Congress, the subcom- 
mittee will also hear from paper, 
lumber, building materials, glass, 
salt, textiles, food, petroleum and 
other basic commodities. 


se Senator Capehart insists that 
his chief purpose is to “clarify” the 
law. He says the experts continue 
to disagree over the meaning of 
the basing point cases, leaving 
heavy industry little choice other 
than ultra safe f. o. b. prices. 

Though Senator Capehart says 
he has no intention of weakening 
FTC’s hand in prosecuting ‘“con- 
spiracies,” he says his subcom- 
mittee will consider “just what 
pricing policies will accomplish 
free and open competition in 
American business.” 

He says he is particularly inter- 
ested in determining “when, if 
ever, it is to the best interest of 
our national economy to deny any 
seller the right to compete for any 
business in any distant market, 
when he can do so only by absorb- 
ing all or part of the freight to 
that market.” 

Referring to potential shifts in 
plant locations in the wake of the 
FTC policy, he declares: “Disloca- 
tion of American industry, the 
mass movement of workers, and 
the additional concentration of in- 
dustry do not appear to be in the 
best interests of our national econ- 
omy.” 

Typical of the uncertainties that 
are involved in the subcommittee 
hearings is the analysis by an ex- 
ecutive of the Federal Reserve 
Bank of Boston, prepared for the 
New England Council. If f. o. b. 
pricing were required, he Said, 
New England would lose about 
35,000 jobs, but 50,000 new jobs 
would result as suppliers and con- 
sumers adjusted to new competi- 
tive relationships. 


‘PITTSBURGH PLUS’ 
CASE ENDS—AT LAST 

W ASHINGTON—The historic 
“Pittsburgh Plus” case, forerunner 
of FTC’s eventual court victory 
over basing point prices, was fin- 


| ally settled after 27 years when the 
|U.S. Steel Corp. 


last week con- 
sented to a third circuit federal 
court decree enforcing an order 


|issued by FTC in 1924. 


The case had gone back into 


‘court in 1938 when the steel com- 


| pany filed for review of the then 


14-year-old order. The war, and a 
“truce” while the cement case was 
prosecuted and reviewed by the 
Supreme Court, accounted for the 
delay in final disposal of the case. 

Under the order, U.S. Steel and 
its subsidiaries are prohibited from 
using “Pittsburgh Plus” basing 
point prices for rolled steel pro- 
ducts, or any similar system by 
which prices are computed on any 
basing point other than the point 
of manufacture or shipment. 


N.Y. Dotted Line Elects 


W. W. Quarles of the McGraw- 
Hill Publishing Co., has been 
elected president of the New York 
Dotted Line Club, the salesmen’s 
organization of the Associated 
Business Papers. Other officers 
elected were Frank Stisser, Haire 
Publishing Co., vice-president, 
Russell Case, Chilton Co., pro- 
gram chairman, and Lucien Neff, 
Moore-Robbins Publishing Co., 
publicity chairman. 


New Projector Introduced 
Technical Devices Corp., Rose- 

land, N. J., has introduced a new 

Fodeco 16 mm. projector, com- 


| panion to the Fodeco 8. The pro- 


| 


jector will sell for $99.50. 
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Come Feast on... 


Sesenna ‘Old-West- Recipe” Pancakes 


Od West hate shes were 


ee ee ee 


SAFEWAY BID—Safeway Stores, Inc., wil 
promote its own brand of pancake mix 
with copy like this in Family Circle and 
Sunset during the remainder of ‘48 and 
next year. Spot radio also may be used 
The packaged food product is made by 
Millstream Cereal Co., Chicago, division 
of one of the Safeway subsidiaries. 


WATV Makes Play 
for Local Sponsors 


NEw YorK—To interest local ad- 
vertisers in television, WATYV, 
Newark, is programming at a min- 
imum cost, George Green, progran 
manager of the station, told the 
American Television Society here 
last week. 

Weekly program cost for 30 
hours of telecasting, all film, is 


$2,500, he said. “We are trying to} 


prove to local sponsors that tele- 
vision can pay off now.” WATV’s 
rates have been cut again for the 
same reason, it was pointed out 

While movies will remain the 
backbone of the schedule, live 
sports attractions will be adde 
soon, Mr. Green continued, to give 
viewers a varied fare. 

Walter Abel, chairman of the 
television committee of the Scree: 
Actors Guild; James Caddiga! 


WABD; Harvey Marlowe, WPIX:3 


Charles Underhill, WCBS-TYV, and 
Alexander Stronach, ABC-TV 
were other speakers on the pro- 
gram. 


Joins ‘Dallas News’ 

I. B. Heistand, formerly adver- 
tising manager of the southwes! 
edition of the Wall Street Journa 
Dallas, has joined the advertising} 
department of the Dallas Morning 
News. 


HARD 
WORK 
DOES IT! 


Flashes of inspiration, brilliant 
writing, glittering art-work, and 
all the trappings of showmans):ip 
have their place in advertising. 
as elsewhere. 


But the things that make an oc’ 
vertising agency lastingly good 
are sound selling ideas . . 
perience in the techniques 
presenting those ideas .. . | 
alty to plans, associates, a 
clients . . . and good plain h« 
work, 


iT DOESN'T PAY 
TO ADVERTISE. 


unless you do it right! 


JOHN MATHER LUPTO 
Co., Inc. « ADVERTISIN ; 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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~ P INSTITUTIONS throughout the country are forging ahead with 
plans and action to improve, expand and keep pace with the 

or 30ffincreasing demands of a fast moving America. To quote just 

Im, isfJone institutional executive: ‘Because of the great need for 

ing tolJadded facilities here . . . | personally am very anxious to per- 

ir, suade officials to consider action in the near future." 

or the JAn architect says: "We are preparing preliminary drawings for 

d oul Fvarious County and Community Hospitals and we believe the 

in the Edeas expressed in your booklet would help to dispel some of 

- he he fear of excessive costs at this time.” 


to Biv BAnother institutional executive has stated: "We plan to build 
— and to remodel, both." 


Screen 
idigan,§ 


e pro- hown at the right and described below. 


Keadership n KCTION.. 


_| HOW INSTITUTIONS 
: ARE BUILDING 
TO KEEP PACE 
=| WITH AMERICA... 


7 


~ 


INSTITUTIONS Magazine is the spearhead of this forward movement of institutions under the readership of INSTITUTIONS Magazine are the leaders among this nation's 
WPIx everywhere to keep pace with America. Each month INSTITUTIONS Magazine pre- 


Vv. ana@sents, suggests and molds the thinking and stimulates the action of those responsible 
.c-TV, Mor institutional planning and expansion. Some of this is summarized in the booklet 


institutions. They constitute the audience for advertising messages placed in 
INSTITUTIONS Magazine. These leaders look to INSTITUTIONS Magazine for in- 
formation which will assist them to maintain their leadership. They are the leaders 
who are in a position to take advantage of advancements offered therm by manu- 


HIS LEADERSHIP IS IMPORTANT TO YOU AS AN ADVERTISER . . . Assembled facturers with products for the institutional field. 


dver-#| % 1 
inves {HOW INSTITUTIONS AVOID OLD AGE 


lourna 


THE MARKET for new construction, remodelling, refurnishing, re-equipping and redecorating among institutions 
aeons Avww % totals over |! billion dollars. This is in addition to amounts regularly expended for food, maintenance and oper- 


ating supplies. INSTITUTIONS Magazine is the only monthly publication and INSTITUTIONS CATALOG 


Jornied = DIRECTORY is the only annual publication which reach the key buying and specifying factors in mass feeding 

2 MAGAZINE ), = and mass housing. For further information consult your Advertising Agency or write INSTITUTIONS Magazine, 
=< CONTEST Se aes es | 1801 Prairie Avenue, Chicago 16, Illinois. 

funtune Ovtlook: [Entries & , —— ° 

|e rao [ure These Are Institutions: 

eee SS i * Hotels * Industrial Cafeterias * Office Buildings 
* Restaurants * Schools * Clubs 
| * Hospitals * Colleges * Jobbers, Dealers 

illicnt * Railroad Systems * YMCAs, YWCAs * Other Public and 

j al Kitchen 4 “ B 7 Re - 
ae ; | te: ee Deity : ; * Air Lines * Government Agencies Private Institutions 
= SEE hado-Voul | = : 

=n thao Se ' Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institutions 
ae we + i which make up the institutional field. 
ay Sa ( 
1es heen f WRITE FOR FREE BOOKLET . . . Shown above is booklet, 52 pages in size, crammed full of ideas and now 
ik cman ¥} being used by leading institutions throughout the country in this expansion, remodelling and rebuilding 
5, a + Ly program. Generously included is information on the Institutional Market and how to reach this field . . . 
a hc t a reading must for manufacturers with products applicable to the institutional field and for the media 
aan files of their advertising agencies. Write for your free copy. 

AY 


-. he ublishers of INSTITU- 
ght! ON Magazine and INSTI- 
TO" “~< 4S CATALOG DIREC- 

RY have received a first 


ISIN “ard for Editorial Excellence 


a 


he 


A GENCY 


<9) Gaeta INSTITUTIONS MAGAZINE sno INSTITUTIONS CATALOG DIRECTOR 


' on's leading ee 1807 PRAIRIE AVENUE 
Pers competed for this honor. 
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Appoints Knaggs 

Nelson S. Knaggs, for the past 
seven years director of the foreign 
department of the Hilton-Davis 
Chemical Co. division of Sterling 
Drug, Inc., Cincinnati, has been 
appointed divisional vice-president 
in charge of sales, succeeding 
George Nieder, who has resigned. 


Evyan to McCann-Erickson 


Parfums Evyan Distributors, 
Inc., Chicago, has appointed Mc- 
Cann-Erickson, Inc., New York, 
to handle advertising for White 
Shoulders perfume, White Shoul- 
ders Splash cologne, Gay Diver- 
sion and Menace perfumes. 


meDIRECT MAIL 


Study this powerful selling medium at home or office. 

editor of The Reporter has written 
HENRY HOKE and is conducting the only com- 
plete, authoritative correspondence course in Direct 
Mail. A big section every two weeks for one entire 
year. Assignments and personal criticisms. Write 
today for prospectus and enrollment details. 


GRAPHIC BOOKS, INC. 2% fine Building 


Washington 6,..D. € 


Fitch and Ramsey 
Agency Separate; 
Reason Not Given 


DAVENPORT, IA. — The L. W. 
Ramsey Co. announced last week 
that “after 15 years pleasant re- 
lationship,” the agency and F. W. 
Fitch Co., Des Moines, have mutu- 
ally agreed to terminate their ad- 
vertising contracts on or before 
Jan. 1, 1949. 

The account has meant perhaps 
$2,000,000 a year in billings to the 
agency, although Fitch expendi- 
tures may be less this year as the 
company has discontinued sponsor- 
ship of the Phil Harris-Alice Faye 
program on NBC because of the 
high cost of the show. 

Just why Ramsey and Fitch split 


was being kept secret by the 
two organizations last week. Gail 
Fitch, vice-president and advertis- 
ing manager, told AA he had no 
comment to make about Ramsey 
or a successor agency or why the 
parting occurred. 

E. G. Naeckel, head of Ramsey 
here, sent out the announcement 
with a cover letter asking that the 
report be held until “confirmed 
first in Des Moines.” Later he 
wired AA authorization to print 
the release. 


Promotes New Seatood Line 


McClain Industries, Morgan City 
and Verdanville, La., this week is 
introducing a new line of frozen 
freshwater seafoods, to be known 
as “Teche... Freshwater Seafoods 
from Louisiana’s Fabulous Bayou 
Teche Country,” in eight national 
women’s and food publications. 
Newspapers will be used during 
the early part of 1949. Charles 
Crosson & Co., Houston, is the 


agency. 


New Video Device Used 


The Dodge Dealers Association 
of Cincinnati, which sponsors foot- 
ball games of the University of 
Cincinnati over WLWT, is using 
a new type of commercial, pre- 
pared by Ruthrauff & Ryan, its 
agency. A device called the Flash- 
O-Graph, a small metal box con- 
taining lights and a punched tape 
moving in front of the lights to 
spell out messages, gives the ef- 
fect of an illuminated moving sign 
for the Dodge commercial. 


Honors 50th Anniversary 


American Nickeloid Co., Peru. 
Ill., manufacturer of pre-plated 
metals, has prepared a souvenir 
booklet, giving the history of the 
company in honor of its 50th an- 
niversary. 


‘Breaktast' Has New Setup 

ABC’s “Breakfast In Hollywood” 
is now available on a cooperative 
basis in quarter-hour segments. 
New time is 1-1:30 p.m., PDT. 
Jack McElroy is emcee. 
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Here’s the Latest 
\\ QUAD-CITY HOOPER 
*, LA DECEMBER - APRIL 
(Share of Audience) 
i Stati i i 
y (Weekdays) | WHBF | *t2hon | Station | Staion | Station 
Z Mornings 54.2 19.8 6.7 2.8 3.8 
Afternoons | 33.8 23.4 14.0 9.4 3.2 
Evenings 29.4 36.2 9.1 6.8 7.3 
Sunday, | 27.5 | 220 | 126 | 50 | 65 


NOTE: The above chart includes outside stations as well as local 


stations. 


Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 
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Football Games 


Shown on Video 
Debut of WXYZ-TV 


DeEtTrROIT—Station WxXYZ-TY 
telecast a full day’s fare of vidio 
razzle-dazzle at its premiere Satu - 
day. 

The new American Broadcasti: g¢ 
Co. owned and operated televisicn 
station was set to hit the air lan»s 
at 12:15 p.m., EST, with a preview 
of the station’s regular program- 
ming schedule. 

Following the introductory tele- 
cast, the station’s cameras were set 
to pick up the Chevrolet Glee Club 
paid for by the General Motcr 
division; the World Series game 
sponsored by Gillette Safety Razor 
Co.; and the Notre Dame-Michiga: 
State football game (Admiral! 
Corp.). 


a Philco arranged for the hour- 
long variety show featuring Fran- 
ces Langford and the Hartmans 
and Paul Whiteman, who con- 
ducted his third presentation o! 
Gershwin’s “Rhapsody in Blue” for 
ABC video station premieres. 

Following a sporting news ses- 
sion, also sponsored, the station 
carried the Detroit Lions-Boston 
Yanks professional football clash 
for Goebel Brewing Co. The tw 
football games and the World 
Series clash were fed to the ABC 
midwestern network by WXYZ- 
raf 

Boosting the station’s premiere 
-he Detroit Free Press ran a specia! 
32-page television section, with 17! 
columns of advertising and 83 
columns of editorial material de- 
tailing the development of vide: 
and its possibilities. 


8 The Motor City’s third televisio: 
station (WWJ-TV (NBC), like 
WXYZ-TV, is already on the air 
will make its debut on Oct. 24. 
Station WJBK-TYV, the Fort In- 
dustry outlet, has been transmit- 
ting test patterns since Sept. 27 
and expects to send the broadcast: 
from the new transmitter building 
Eventually, the video station 
WJBK-FM and WJBK all wi 
be housed in newly designed an 
equipped studios in the Mason 
Temple building. 


FORT WORTH-DALLAS 
AREA SEES TV DEBUT 


Fort WortH—With all but 2 
minutes of its debut time sold 
WBAP-TV presented the premier 
television program to the For 
Worth-Dallas area on Sept. 29 

Aside from an 18-minute electr 
power failure in the area wher 
the transmitter was located, the 
first day’s schedule went throug! 
without incident. Hit of the sche¢- 
ule was a locally-produced filmeé 
newscast, with commentary by 
local newscaster. 


ATLANTA’S WSB-TV IS 
OFF TO FAST START 


ATLANTA—The Atlanta Journé 
lush WSB-TV gave the Old Sout! 
its first taste of television ente 
tainment Sept. 29, with notables 
marionettes, a movie, a_ spor 
round table and an unusually 2 
teresting popularized science sho 
conducted by the head of E 
University’s physics depart e! 
all on the opening bill. 


McCarthy Joins CBS 


Eugene J. McCarthy has 
appointed an account exec it! 
with the network sales depar' ne" 
of CBS, New York. He was }: © 
advertising department of sever 
New York newspapers before 0!" 
ing WOR as an account exe: ul! 
in February, 1943. 


Schedules Apple Week 

| National Apple Week has D& 
set for Oct. 30-Nov. 6 by th 

|tional Apple Week Assoc 

| Inc., with “Apples for Heali. ‘ 
| the central theme. Newspape  § 4 
radio will be used in the p 0? 
tion. 
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- discovered the plus pulling power RETAILING is generating 

Jour since it became a daily. The new Cortley schedule represents a 140% 
Old Sout! 

on ent increase over the previous campaign. More and more of these 


a_ spor advertisers are recognizing this building-business fact: Because selling 


isuall) 
ence sho" 


of Exot is a daily job, RETAILING DAILY is your best advertising buy! 
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“| Retailing Daily", 
cf Retailing Daily A AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER 


A Fairchild Publication * 7 East 12th Street, New York 3, M. ¥. 
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Morrison Promoted 

John M. Morrison has been 
named to the new post of assistant 
sales manager of National Mfg. 
Corp., Tonawanda, N. Y. He for- 
merly was Michigan representative 
of the company. 


‘BH&G’ Has Biggest Issue 

‘ The October issue of Better 
Homes & Gardens, Des Moines, has 
broken all records for the maga- 
zine in advertising linage and total 
pages. It contains 117,046 paid ad- 
vertising lines and 320 pages. 


Appoint Haehnle Agency 


White-O-Products Corp. and 
White-O-Car Wash Sales Co., 
Cincinnati, have named Walter 


Haehnle Advertising Agency, Cin- 
, cinnati, to handle their accounts. 


BURBANK, CALIF.—, 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 
and the 


BURBANK DAILY REVIEW 
Burbank'’s Only Daily Newspaper 


‘Big Three’ Accused 
of Discriminations 
in Price Reductions 


WASHINGTON—FTC charged last 
week that three of the nation’s 
leading soap manufacturers 
shielded “certain customers” from 
the consequences of price reduc- 
tions. 

The actions, which were the out- 
growth of a series of voluntary 
price cuts about a year ago, con- 
tended that the favored companies 
were allowed adjustments on pro- 
ducts purchased but not resold be- 
fore the effective date of the new 
sales price. 

The commission said that the 
firms—Lever Bros., Procter & 
Gamble, and Colgate-Palmolive- 
Peet—failed and refused to grant 
rebates to other purchasers who 
compete with the favored cus- 
tomers in the resale of soap pro- 
ducts. 

The action is based on Robinson- 
Patman Act provisions requiring 


Peerials 


that products be offered on pro- 
portionately equal terms to all 
customers selling in competition 
with each other. 


NNPA Sets April Convention 


The annual convention of the 
National Newspaper Promotion 
Association will be held in New 
York, April 20-22—the meeting 
place to be announced later. Irwin 
S. Taubkin, promotion manager of 
the New York Times, is convention 
chairman. 


Adds Marketing Division 


Ward, MacDonald & Stagg, San 
Francisco, has established a mar- 
keting division to represent manu- 
facturers in selling, advertising 
and public relations. J. M. Rosen- 
thal has been named manager of 
the department. 


P&G Buys Nielsen Service 


Procter & Gamble Co., Cincin- 
nati, which has used Nielsen Radio 
Index coast-to-coast service since 
its inception, has purchased the 
new National NRI Service of the 
A. C. Nielsen Co., Chicago. 


Huge Donnelley 


Occupant List 
Hits 33,000,000 


CuicaGo—Reuben H. Donnelley 
Corp., largest direct mail adver- 
tising firm in the world, and usu- 
ally very close mouthed about its 
operations, has disclosed that, at 
the cost of about $1,000,000, it is 
completing a list of 35,000,000 
homes which it expects to reach 
next year. 

A. M. Anderson, direct mail ad- 
vertising manager for Donnelley, 
said that the company will have 
mailed 50,000,000 individual pieces 
of coupon-bearing mail between 
Labor Day and Dec. 15. He ex- 
pects that January will “usher in 
a greater couponing year by major 
advertisers even than 1948 when, 
by the year’s end, the Donnelley 
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: Readers of these Specialized Export Magazines will be 
looking for in 1949... . 


that the Overseas Automotive Trade, Paid-Subscriber 


FEBRUARY, 1949 — A.S.I. Show Report Issues 


APRIL, 1949 — Annual World Motor Census Issues 


JUNE, 1949 — Annual Service Issues 


SEPTEMBER, 1949 — Annual Argentine and British Commonwealth Issues 


NOVEMBER, 1949 — Feature Bus Issues 


DECEMBER, 1949 — Pre-A.S.I. Show Issues 


The American 1 Automovil 
Automobile (4 i Americano 


McGRAW-HILL INTERNATIONAL MAGAZINES 
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Pworto-wine HEADQUARTERS 


FOR AUTOMOTIVE AND BUSINESS INFORMATION 


QUICK FACTS 


Tue American Automosite (Overseas Edition) 
and Er Auromovit AMERICANO now enjoy their 
highest paid circulation in history. They are not 
‘throw away’ or free circulation magazines; they 
are PAID! 

They provide You with unique, deep penetration 
of the automotive trade and transport field in 101 
countries and territories of Africa, Asia, Europe, 
Oceania and the Western Hemisphere. 

More and more automotive manufacturers are 
using the advertising-merchandising pages of 
these magazines; space is up 15.2% over last year. 
Editorially, these magazines are doing an out- 
standing job in bringing the automotive trade 
and transport field abroad up to the minute news 
and information on what the American Auto- 
motive Industry is doing and planning. 
OUTLOOK—tThe “free ride” in export is over; 
the merchandising period is here. Export busi- 
ness for most lines, although not all, was less 
in 1948 than in 1947, by varying percentages. 
Dollar shortages have held back important mar- 
kets. However, a large volume of exports was 
experienced by a great majority of makers of 
maintenance and after-market products in 1948 
and are in prospect for 1949. Marshall plan funds 
(ECA) are just now beginning to flow abroad 
in volume and some improvement already has 
been noted as a result. Various countries are still 
free of restrictions. Several countries appear to 
have passed the bottom point of earlier reduc- 
tions. Maintenance of prosperity in the United 
States is a powerful factor in business and eco- 
nomic conditions abroad. The United States has 
increased import by 20 percent this year, to a 
sizeable total, and this, too, is improving the out- 
look in various countries overseas. 

Automobile operation overseas continues to ex- 
pand, both in number of units and in mileage of 
cars, trucks and buses. A far larger percentage 
of the automobiles overseas are direct producers 
of income abroad than here. World over, outside 
of the United States and Canada, trucks and 
buses afe about 43 percent of the total; with 
hire cars and taxi-cabs, the figure approximates 
50 percent. Thus, as essential transportation, dol- 
lar exchange is being granted in most areas for 
after-market products. Actual export business in 
the after-market field is, broadly speaking, far 
higher this year than would be indicated by a 
cursory study of newspaper reports. Gasoline 
consumption abroad has materially increased this 
year. World dependence on highway transport 
is greater than ever before. 

Remember, the trade abroad sells and services 
the products it knows about. Salesmen don’t often 
call on the thousands of dealers and wholesalers 
who make up the overseas automotive trade. But 
regular monthly advertising in THe AMERICAN 
AutomosiLe (Overseas Edition) and Ex Avto- 
MOVIL AMERICANO does.. 

Truly, this is MECHANIZED SELLING at work, 
at its best for you in the automotive export trade 
and transport field. 

And so ECONOMICAL! 

Ask for complete facts and figures. 


| 330 West 42nd Street, New York 18, N. Y. 
Overseas Branch Offices: in Buenos Aires, Mexico City, Rio de Janeiro, London 
Domestic Branch Offices: Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 


Boston, Dallas, Pittsburgh, Los Angeles, Atlanta, San Francisco 
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company will have put more than 
200,000,000 envelopes in the mail 
in behalf of two dozen clients.” 

Compilation of the consumer 
list, by which more than 33,000,000 
families can now be reached, be- 
gan prior to the end of the war, 
Mr. Anderson revealed. He ad- 
ded that “right now 155 compila- 
tion clerks are busy in our Nevada, 
Ia., plant getting it ready for 
1949.” 


s Just how far the company has 
gone to prepare for the coupon- 
ing, and how it goes about it, was 
told in unusual detail. Said Mr. 
Anderson: 

“We began compilation when 

we learned that big advertisers 
and their agencies were planning 
extensive use of the coupon-sam- 
pling method after the war. 
To build a list especially for cou- 
poning, we started with the na- 
tional automobile owners’ list 
which contained up-to-date ad- 
dresses for 24,000,000 car owners. 
Then from all types of sources— 
city directories, telephone books, 
polling lists among them—we put 
50,000,000 addresses on cards and 
checked them against the auto 
list, adding the new addresses 
found. 

“Names are not used 
dressing, just the word ‘Occu- 
pant,’ and the _ street address, 
city and state. Thus removals 
make no difference; the new oc- 
cupant of the address will receive 
the mailing. Since the few un- 
deliverables in each mailing are 
returned and the inaccurate ad- 
dresses removed, the list right 
now is more than 99% deliverable. 


in ad- 


a “So that mailings can be di- 
rected only to certain preferred 
sections, in case complete cover- 
age is not desired, the addresses 
are arranged by street and num- 
ber in cities of more than 15,000 
population. Such breakdowns are 
not deemed necessary in smaller 
places or rural areas where, in 


general, population is homoge- 
neous.” 
Mr. Anderson reasserted Don- 


nelley’s position that direct mail 
coupon drives are supplemental 
to, rather than competitive with 
other media. “These campaigns 
are always keyed to heavy maga- 
zine and newspaper schedules,” 
he pointed out. “Often they are 
special promotions calling for 
newspaper space over and above 
regular advertising schedules.” 

He indicated that users of the 
Donnelley list and mailing facili- 
ties would continue largely to be 
makers of foods, soaps and pro- 
prietary medicines. 


Ad Council Campaigns 
Get ‘World Series’ Ride 


Announcements backing th 
Community Chests, Forest Fire 
Prevention, American Heritage 
and Joint Armed Services Prestig? 
were presented for the radio an! 
television audiences of the Worl! 
Series. Time on the broadcasts was 
made available by Gillette Safet, 
Razor Co., Boston, AM and TY 
sponsor of the games, as a part «! 
its continuing support of the Ac- 
vertising Council’s radio allocatic. 
plan. 

Maxon, Inc., Gillette’s agenc , 
prepared the copy. 
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“I have always found 
Advertising Age to be my 
earliest, best, most authentic 


source of news 


about advertising... 


Says PAUL V. BARRETT 


DIRECTOR OF ADVERTISING AND PROSPECT SERVICE 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


“I have always found ADVERTISING AGE to be my earliest, best, 
most authentic source of news about advertising and advertising people. 
“Through our annual copy judging contest, I have probably had a 
better opportunity to get an over-all picture of the kind of man 

the average ADVERTISING AGE reader is. 

“During the past five years, we have averaged around 500 entries 
per contest. Not only has practically every phase of the advertising 
profession been represented, but many outside fields appear as well. 
“I read each issue twice —a hurried ‘once over’ at the office; 

more leisurely perusal in the quiet of my home. During the office 
scanning process, I check articles I want to read more carefully later. 
“I can frankly say I get all the advertising news and 


information I need through ADVERTISING AGE.” 


Age |: 


ARKETING 


wer 


- a 
_— 

a ae) te 

~~ ” 


PAUL V. BARRETT 


Author of some of the most widely-read adver- 
tising in the world, Paul Barrett's reputation 
was firmly established long, long before many 
of his present readers were born. Indeed, his 
present copy is being read by the third, and in 
some cases probably, the fourth generation — 
for he began with I.C.S. back in 1904. He has 
seen the I.C.S. enrollment increase from 853,- 
000 to 5% million, and has probably spent 
more money on keyed copy than any other 
man in the business. With a record of every 
inquiry and every enrollment received from 
every advertisement ever run over a period of 
more than a quarter of a century, Mr. Barrett 
has what he calls a business "seismograph”’ 
that reflects changes in circulation and ad- 
vertising values even before publishers and 
agencies are aware of the shifts. He is widely 
known in advertising circles, while his articles 
have appeared in many publications, and 
have been widely quoted in college textbooks 
on advertising. In addition to his heavy busi- 
ness duties, he finds time for many civic ac- 
tivities, for the development of his estate near 
Scranton, and for “relaxation’’ with his three 
lively grandchildren. 
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Boston & Maine Cuts | compete with highway competi- 


| tion. 


Fares 50% to Lure | The fare, which is good between 


. ‘ 19 B & M stations, has an alloca- 
Sunday Family Trips tion of $7,500 for promotion. A 420- 
Boston—The Boston & Maine 


line ad ran in Boston papers, and 
Railroad is advertising a 50% re- 600 line ads will run in dailies and 
duction in round-trip fares on 


weeklies of the 19 communities af- 
Sunday, in an effort to attract fami- fected by the fare. Station posters 
lies for trips on Sundays, and to 


are being used in the 19 communi- 
ties, as well as the road’s radio 
show over WGAN, Portland, Me. 

Harold Cabot & Co. is the agency. 


» JOIN PACKAGES THIS WAY: | 


Combinction sales of boxes, cans, bottles 
quickly joined together with Mark ‘Andy 


Purchases Directory 

C. L. Mast Jr., publisher and | 
editor of Agricultural Leaders’ | 
Digest, Chicago, has purchased the | 
“County Agents Directory,” which 
has been published annually as a 
reference book for agricultural 
extension workers. 


Scotch Tape printed with your advertising 
message. Makes production easy. Sells your 
products, FREE samples. Write Mark’ Andy, 


Inc. of St. Lovis 22, Mo. Do it now. 


Woe FOR | 
ms T A G FE 2 for 1 Lyon Appoints Mirich | 
; a SALES Mark Mirich, formerly with Sta- | 


mats Publishing Co., Cedar Rapids, | 
Ia., has been appointed publica- 


i] 


Video Monopolizes 
Spotlight at RMA’s 
Fall Convention 


New YorkK—Television came in 
for a major share of attention at 
the annual fall conference of the 
Radio Manufacturers Association 
last week. 

Industry officials indicated they 
expect the sale of television sets 
to boost this year’s volume over 
last year’s $750,000,000 despite a 
drop in radio receiver production. 
Radio production for 1948 was es- 
timated at approximately 15,000,- 
000 against 20,000,000 in 1947. 
Some 750,000 video sets are ex- 
pected to come off the assembly 
ines this year, compared with 
160,000 last year. 


se The FCC freeze on television 
station grants was on the agenda 
for discussion by the board of 


facturers generally seem to feel | 
that the action would have little 
immediate effect on their business 
because of the heavy backlog of | 
orders, the consensus was that | 
speedy action by the commission | 
to end the confusion would aid 
in stimulating public confidence in 
the medium. 

In an earlier session the execu- 
tive committee of the set division 
decided to ask the Television 
Broadcasters Association and the | 
National Association of Broadcas- 
ters to cooperate with the radio 
manufacturers group in an effort | 
to get Pennsylvania to repeal its | 
state tax on receivers for taverns, | 
bars and restaurants. 

} 


Newspaper Admen Elect 


E. Bartlett Barnes, of the Press, 
Bristol, Conn., has been elected 
president of the New England 
| Newspaper Advertising Executives 
Association. Don Leonard, of the 
| Post-Telegram, Bridgeport, Conn., 
|} has been named an association di- 
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NEW SERIES—This page in Ebony and 

23 Negro newspapers starts American 

Tobacco Co.'s first ad series directed to 

the Negro market. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Lucky Strike Starts 


PRINTED 


tions director of W. D. Lyon Co.,| directors, who were in session as 
Cedar Rapids agency. | AA went to press. While the manu- 


| rector. 


First Negro Drive 


rv - 


Pa 
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are you a freckle counter? 


We've been reading about a wondrous 
machine. Insert any faceful of freckles, 
and this inspired whatsit gives an accu- 
rate count down to the last speck. Nat- 
urally, no alert up-to-date firm of freckle 
counters can be without one. 


Other businesses, with other figure- 
work problems, get a maximum of aid 
and comfort from another counting ma- 
chine. It’s the Comptometer. Large firms 
and small firms, of every kind, like the 
speed with which the Comptometer pro- 
duces the figures that tell a business man 
precisely where he stands. 


Only the Felt & Tarrant Manufacturing 
Co., our client for 17 years, makes the 
Comptometer— and -sends it to market 
with advertising that is blithely unortho- 
dox and, one hears, effective. 


n. W. ayer & Son, inc. 


Philadelphia © New York * Chicago « Detroit 
San Francisco ¢ Hollywood ¢ Boston * Honolulu 


New YorK—On the theme “Fa- 
mous Firsts in Negro History,’ 
American Tobacco Co. has 
launched, through Batten, Barton, 
Durstine & Osborn, its first cam- 
paign in Negro publications. 

The campaign, of full-page 
monthly insertions in Ebony, pic- 
ture magazine, and varying large 
and small weekly insertions in 23 
newspapers, emphasizes outstand- 
ing Negro personalities, living and 
dead. 

Among them are Booker T. 
Washington, who organized Tusk- 
egee Institute; Dr. George Wash- 
ington Carver, agricultural sci- 
entist; _Dr. Hale Williams, first 
surgeon to operate on the human 
heart, and Hattie McDaniels, movie 
and radio star. 


s Lucky Strike thus becomes the 
last of the cigaret industry’s Big 
Five to undertake a_ consistent 
campaign in the Negro market 
The Lucky list includes the “ABC 
group” of weeklies and the dail) 
Atlanta World. 

Chesterfield is using about 39 
and Philip Morris about 20 Negro 
|newspapers. The Camel and Old 
| Gold lists are more limited—re- 
| spectively seven and nine paper: 
|Brown & Williamson’s Kools are 
| Said to be advertised to this mar- 
ket only in their home-city Louis- 
ville Defender. 

In recent years Lucky Strik 
was said to be in disfavor in cer- 
tain Negro circles because “Ro- 
chester,’ Negro character in the 
Jack Benny show, was represented 
as shiftless, lazy and perhaps a bit 
sharp. Negro leaders, however, de- 
nied that there was any organized 
“boycott” of this brand. 


Newspapers Offered Contest 
Plan by Bell Syndicate 


The Bell Syndicate next Januar) 
will release to some 600 nevws- 
papers a new contest feature 
developed by Liaison Associat-s 
calling for prizes to contesta\ts 
totaling $350,000. Two hundred 
papers have contracted for the cc n- 
test, in which contestants are t 
match pictures and_ stories 
American historical figures 
write 100-word essays. 

Contests will run for six-w: 2s 
periods, with $25,000 in prizes er 
period. Newspapers will sell bo 
based on the subject matter e ch 
13 weeks to obtain revenue to 
fray cost of the prizes, accord § 
to Bozell & Jacobs, Chicago, age’ ©) 
for Liaison. 


Appoints Charles Dabney 


Charles O. Dabney has Pf & 
appointed to head the radio 
newly created television dep: ' 
ment of Presba, Fellers & Pre >: 
Chicago. For the past year he '% 
been testing television prog 
ideas before live audiences in 
ferent parts of the country " 
previously was national sales rm ‘"- 
ager of the merchandising divi: !0" 
of National Research Bureau. 
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Wrigley Uses Comic 
Page for Spearmint: 
Revives P. K. Gum 


Cuicaco—Wm. Wrigley Jr. Co. 
tarted pushing its Wrigley’s 
Spearmint gum on newspaper 
omic pages last week, and is re- 
viving a popular brand that was 
knocked out by the war, Wrigley’s 
Pp. K. gum. 

The company has scheduled 70- 
ine, L-shaped advertisements on 
the comic pages of more than 100 
lailies, and will add other papers 
o the list gradually in a continu- 
ng campaign. Copy will run five 
r six times weekly, the latter in 
apers which use a solid page of 
comics. 

The schedule, marking Wrigley’s 
first use of newspapers for a con- 
istent campaign since 1936, will 
swing away from “reminder” copy 
and an illustration of the package 
to actual selling of the benefits of 
chewing gum. The series will fea- 
ture a little painter and the sales 
appeals he paints on such unusual 


STATEMENT OF THE OWNERSHIP, 


GRESS OF AUGUST 24, 
AMENDED BY THE ACTS 
MARCH 3, 1933, AND JULY 2, 

19 


Of Advertising Age, published weekly at 
Chicago, Ill., for October 1, 1948. 
State of Illinois 
County of Cook aa 

Before me, a Notary Public in and for 
the State and county aforesaid, personally 
appeared G. D. Crain, Jr., who, having 
been duly sworn according to law, deposes 
and says that he is the Publisher of the 
Advertising Age and that the following 
is, to the best of his knowledge and belief, 
a true statement of the ownership, manage- 
ment (and if a daily, weekly, semiweekly 
or triweekly newspaper, the circulation), 
ete., of the aforesaid publication for the 
date shown in the above caption, required 
by the act of August 24, 1912, as amended 
by the acts of March 3, 1933, and July 2, 
1946 (section 537, Postal Laws and Reg- 
ulations) printed on the reverse of this 
form, to wit: =f 

1. That the names and addresses of 


the publisher, editor, managing editor, 
and business managers are: 
Publisher, G. D. Crain, Jr., Evanston, 


Il. 

Editor, S. R. Bernstein, Chicago, III. 

Managing Editor, Robert Murray, Chi- 
cago, Ill. 

Business Manager, C. B. Groomes, Chi- 
cago, Ill, 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding one percent or more 
of total amount of stock. If not owned 
by a corporation, the names and addresses 
of the individual owners must be given. If 
ywned by a firm, company, or other unin- 
corporated concern, its name and address, 
as well as those of each individual member, 
must be given.) 

Advertising Publications, Inc., 100 East 
Ohio St., Chicago, III. 

_G. D, Crain, Jr., 704 Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michi- 
gan Avenue, Evanston, Illinois; S. R. 
Bernstein and A. B. Bernstein, 
Park Blvd., Chicago, Illinois ; 
and M. S. Bruns, 5826 N. Whipple St., 
Chicago, Illinois ; Kenneth C. Crain, 330 W. 
i2nd St., New York City; C. B. Groomes, 
24 N. Claremont Avenue, Chicago, Illi- 
nois; J. B. Miller and M. A. Miller, 409 
5. Second Ave., Maywood, Illinois; B. G. 
Rehm and H. M. Rehm, 4870 California 
Ave., Chicago, Illinois; G. L. Hamlin and 
E. K. Hamlin, Route 1, Vandalia, Michigan: 
Mary C. Sanders, 611 Barton Place, Evan- 
Ill.; M. E. Crain, 909 Foster Avenue, 
ago, Ill.; Jessie W. Crain, 333 South 
Madison, LaGrange, Ill.; Jane C. Ivie, Plaza 
Hotel, North and Clark Streets, Chicago, IIl. 

That the known bondholders, mort- 
tagees, and other security holders owning 

1olding 1 percent or more of total 
‘mount of bonds, mortgages, or other 
‘Securities are: (If there are none, so 
stat.) None. 

‘. That the two paragraphs next above, 
glviig the names of the owners, stock- 
aol rs, and security holders, if any, con- 
4in not only the list of stockholders and 
security holders as they appear upon the 
S%°0Kks of the company but also, in cases 
Where the stockholder or security holder 
‘pears upon the books of the company 
&S trustee or in any other fiduciary rela- 
;on, the name of the person or corporation 
‘Or whom such trustee is acting, is given; 
eto hat the said two paragraphs contain 
‘atements embracing affiant’s full knowl- 
‘dge and belief as to the circumstances 
‘nd conditions under which stockholders 
‘nd security holders who do not appear 
ry the books of the company as trustees, 
old stock and securities in a capacity 
ther than that of a bona fide owner; 
ne his affiant has no reason to believe 
pt any other person, association, or 
we ation has any interest direct or 
‘cir-ct in the said stock, bonds, or other 
“ui ties than as so stated by him. 

,: “hat the average number of copies 
, “ch issue of this publication sold or 
'tcuted, through the mails or other- 
_ ‘Se, to paid subscribers during the twelve 
nis preceding the date shown above 
, +: 360. (This information is required 
eae jlaily, weekly, semiweekly, and tri- 

*ek'y newspapers only.) 

F G. D. CRAIN, JR. 
,-¥orn to and subscribed before me 
“8 24th day of September, 1948. 


EDITH M. STEGER. 


Ch 


Sea] 
(My commission expires April 1, 1962.) 


places as a mountain, a cloud, the 
side of an elephant, etc. Fred Coo- 
per, New York, is the artist. 

Wartime shortage of sugar halt- 
ed production of Wrigley’s P. K., 
as well as most production of other 
Wrigley brands, and the company 
is just beginning distribution of 
the 10-piece packages in a new 
dress. 

P.K.s now are wrapped in a 
single all-over laminated cello- 
phane package, with black and red 
lettering on white. This brand 


started out as a package of 10 
pellets, and Wrigley also experi- 
mented with a unit of 11 and 12 
pellets—the latter in three pack- 
ages of four pellets each contained 
in an outer buff-colored wrapper. 

Since distribution of the new 
P. K.s is still spotty, no advertising 
is contemplated now. 

Arthur Meyerhoff & Co. handles 
the Spearmint campaign. 


Fernald to National Lead 
Robert O. Fernald, formerly 


assistant director of market re- 
search of Colgate-Palmolive-Peet 
Co., has joined National Lead Co., 
New York, to direct its market re- 
search activities. 


Six Name Mogge-Privett 


Mogge-Privett, Inc., Los An- 
geles, has been appointed to handle 
advertising for Cal-Lite, lamps; 
Clair Farmer, jellies; Hiawatha 
Estes, home plans; Cabany Prod- 
ucts Co., rug and fabric cleaner, 
all in Los Angeles; Canoga Farm, 
fruit packer, Encino, Cal., and Cal- 


Cap Fisheries, Wilmington, Cal. 
Canoga Farm, Cal-Lite, Clair 
Farmer and Estes Home Plans are 
using national magazines on a mail 
order basis. 


ONALD. 


. 3 of | fe | eur 
CCRT Ore 


ee 


The Nation's 
Best Market for Expansion 


of Hardware Sales 


Increase distribution and sale of your 
product through Southern Hardware’s 


more effective ““4-way” coverage. 


U. S. Department of Commerce figures show 1948 
wholesale hardware sales gains of 9% to 12% for the 
South as compared with an average national gain of 
only 7%. Gains in Southern income payments, in gen- 
eral retail sales continue to lead the nation. Southern 
farm income for 1948 will exceed $9 billion—four times 


the normal pre-war figure! 


In laying plans for boosting your share of the fast- 
growing Southern volume, remember this. The market 
has trade practices and merchandising set-ups that differ 


greatly from the overall national picture. 


If you are to fully capitalize your opportunity—there 
are 4 distinct groups of hardware outlets you must 


Small-Town Hardware Stores a 


nation is 65% 


and towns. 


ware publication. 


South & Southwest 


reach: (1) wholesalers, (2) big city retailers, (3) small- 


town retailers, and (4) combination hardware farm im- 
plement dealers and general stores with big hardware 


departments. 


With 97.7% of its 9,631 net paid going to these 4 
groups exclusively, SOUTHERN HARDWARE is the 
only business paper which provides the dominant 
“4-way” coverage needed for cultivating the big 16-state 
market’s full potential. Schedule adequate space now! 


ATLANTA, GEORGIA 


TEXTILE INDUSTRIES 9 @ 


SOUTHERN POWER & INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL @ ELECTRICAL SOUTH © 


SOUTHERN HARDWARE 


The South is 65% rural in popula- 
tion, whereas the remainder of the 4 
urban. Hence, a Fg 
greater preponderance of Southern ep 
hardware outlets — nearly 4 out of 

5 — are located in the smaller cities 
SOUTHERN HARD- pee 
WARE’S coverage of these all-im- 
portant outlets is approximately 
double that of any national hard- 


(1940 Census of Business) 


Tremendous Factor in Southern Sales 


Percent Hardware Retail Stores 
in Cities under 25,000 


Rest of U. S. 


SOUTHERN BUILDING SUPPLIES 
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Helping 10 


The heads of the most important com- 
panies in 10 different industries; and 
authorities in banks, insurance companies 
and investment organizations are cooper- 
ating to make this report possible. This is 
the greatest consensus ever gathered by a 
business publication. It is authoritative 


and revealing. 


Seven months of research and the efforts 
of 250 people were required to obtain and 
compile the information. 


A Survey and Forecast 
Based On First Hand Facts 


Forses researchers asked 500 executive 
officers, sales managers and others to 
answer Over 40 ViraL Questions affect- 
ing their individual businesses. For ex- 
ample: 


“What effect will government defense meas- 
ures have on your industry? Will they alter 
appreciably your normal production plans? 
How? Will they cause a change-over to other 
products? What products? What percentage 
of your company’s facilities will continue to 
be devoted to your normal peacetime products 
in 1949?” 


“What do you believe will be the effect of the 
European Recovery Program on your exports 
and imports in 1949? Will they increase or 
decrease? Why? How much?” 


“Do you anticipate easing or tightening in 
materials supply in 1949? Why? To what 
extent? What effect, as specifically as you can 
state, will this have on costs and prices?” 


“What do you regard as the most significant 
recent legislation affecting your industry? 
Why? What specific effects will it have?” 


Forses, read regularly and highly re 
spected by the nation’s business leaders, 
is in the unique position of being able to 
secure their wholehearted cooperation in 
gathering this mass of data. 


No wonder this report is already widely 
talked about throughout the executive 
world . . . and eagerly awaited. Serving 
as a reliable guide to the trend of busines: 
and securities, Forses First Annual Re: 
port on American Industry will become 4 
frequently consulted reference book in 


thousands of offices and homes. 


Be sure your concern has reserved ad: 
vertising space in this extremely valua)le 
and long-lived issue. (No increase over 
regular advertising rates. ) 


Here is your opportunity to take advan: 
tage of 


Power to Move the Mighty 
at Mighty Low Cost! 


You can buy 12 full-page advertisements 
in Forses, including the January 1, 1° 
Report issue .. . not for $70,000. . . ne 
for $50,000 .. . not for $30,000... dul 
for the modest sum of $10,260. 


And with Forses 100.000 circulation. vo! 
reach the most concentrated execuliv4 
audience in the general business field 


(IV. 


d TYP 
s Annual Report 
. | C a7, _ 

eee 


op executives are 
produce FORBES {st 


on American Indu 


to be published January 1, 1949 


\ificant 
_ y Cost of Monthly Advertising Schedule 
ret 

In The Executive Magazine Group 
ly ” (BLACK & WHITE PAGES) 
-aders, GUARANTEED ANNUAL 
able to CIRCULATION cost 
tion in 
wus FORBES 100,000 $10,260 
widely 
cutive Business Week 175,000 $19,435* 
erving 
“om U.S. News & World Report| 350,000 $29,640* 
la e 
come 4 
ook in Fortune 235,000 $31,500 
red ad: Newsweek 700,000 $33,280* 
aluable 
ee Time 1,500,090 $71,370* 
advan: *13 insertions 


Says THOS. E. WILSON 
Chairman, Wilson & Co., Inc. 


“From the time I first started 

reading Forses Magazine of Business, 
when it was the only general business 
publication in the country, I’ve liked 

its friendly human approach in 
presenting and interpreting the business, 
economic scene, Today more than ever 
it is performing a service of 

first-rate importance.” 


hl Magazine of Business 


ion, yo POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 


ceculivé 


ield (Write FORBES, 120 F. ifth Avenue, New York 11, N.Y., for dramatic proof in brochure “‘Power To Move The Mighty.’’) 


_ 
_ 
ee 
j ie 
| * 
7 i 
a 
_— 
oe = _ 
| P ; q | , 
re 
f * y & Eee ' ? 
: 
a 
a 
ity me 
1, 194 
eee not 
. * ' X 
| } 
| 


12 


(DE 7-1336), 330 W. 42nd St., New 
ington 4, D. C. (Re. 7659). 
Central 7354). G. D. CRAIN J 
RUNS, vice-presidents. C. 


Issued every Monday by pbvetiine Publications, Inc., 100 E. Ohio St., Chicago I! 
ork 18 (Lo. 4-2737), National Press Bidg., 
pow Headquarters, 107-110 Fleet St. le 
., president and publisher. S. R. BERNSTEIN, O. L. 

B. GRO MES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, 


Advertising Age 


ash- 
London E. C. 4 


Advertising Federation of America. 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, Lawrence M. Hughes 
Managing Editors, John B. Miller, 
Robert Murray Jr. 

Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Jeanne Scharnberg, Bruce M. Bradway, 
Merle Kingman. 

European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning, 
Betty Benedict. 

Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
Seattle (4): Simpson-Reilly Ltd. 618 
Second Ave., J. Allen Mades, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a copy, $3 a year in the 
America. Fore ad postage extra. Myron Hartenfeld, circulation director. 


United States, Canada and Pan 


The Problem of Soliciting Agency Business 


Half a dozen or more advertis- 
ing agencies are currently mad as 
hops at a particular advertiser, 
whose account they did not get. 

Agencies don’t ordinarily de- 
velop high blood pressure from not 
getting an account on which they 
make a pitch. If they did, they 
wouldn’t last more than a couple 
of months. The reason they’re go- 
ing around cussing to themselves 
in this particular case is that they 
were invited to make a pitch to 
the advertiser involved, only 
to be told suddenly, and before 
the solicitations which had been 
asked for were presented, that 
the account had been awarded, and 
that the competition was over. 

This is a bad situation. In com- 
mon decency, no advertiser should 
ask an agency to prepare a pres- 
entation unless it is willing to look 
at the presentation, and to give 
every agency which makes a pres- 
entation an opportunity to get the 
business, on its merits. If the ac- 
count has already made up its 
mind, it most certainly should 
make its agency selection in such 
a manner that no one will have 
wasted time or money in a hope- 
less cause. 

In the particular situation of 
which we have heard, the fact 
seems to be that certain agencies 
were asked to prepare speculative 
material for submission to the pro- 
spective client, and then were in- 
formed that a choice had been 
made, before the speculative ma- 
terial had been presented, although 


not before a great deal of planning 
and considerable financial outlay 
had taken place. 

The advertiser who permits 
agencies to get into a pointless 
competition which is not really 
a competition at all, should be 
severely censured. But perhaps, 
out of experiences like this, more 
agencies will have learned the use- 
lessness and the futility of submit- 
ting speculative plans to any pro- 
spective client, under any circum- 
stances. 

An advertiser has no more right 
to ask an agency to submit adver- 
tising and merchandising plans on 
an “If I like it, you get the ac- 
count” basis than he would have 
to ask a lawyer to tell him how 
he would defend an action, or a doc- 
tor how he would perform a spe- 
cific operation, before hiring him. 

Preliminary negotiations for new 
accounts should be conducted only 
on the basis of general ability, 
knowledge, experience and re- 
sources. After that, if the pro- 
spective client wants to see sug- 
gested copy and layouts, or a mer- 
chandising plan, these ought to be 
submitted only with the definite 
understanding that they are to be 
paid for—at least to the extent of 
out-of-pocket expense—and that 
they are to remain the agency’s 
property unless the deal is closed. 

The Four A’s standards prohibit 
speculative material. The sooner 
all agencies observe this prohi- 
bition, the better it will be for the 
whole field. 


The Plight of the Airlines 


An ADVERTISING AGE writer this 
week rounds up the promotional 
activities of the nation’s airlines 
as they attempt, in his phrase, to 
“get back into the mass transporta- 
tion business.” 

The problem is a serious one, 
and perhaps the promotional activ- 
ities which are reviewed in this 
issue will help. But they will not 
solve the simple, basic difficulty, 
which is first of all the matter of 
fear, and secondly a matter of 
convenience, speed and operational 
factors. 

Fear of air travel is fundamen- 
tal. There are millions of people 
who will not fly at all, and, more 
importantly, other millions who 
will fly when necessity requires, 
but who much prefer not to. There 
is no real solution to the fear 
problem except time and continu- 
ally bettered safety records, but 


| 


much of the fear about air travel 
is psychological, and in this area 
airlines must somehow learn more 
effective methods of contacting 
the public. 

Our own flying morale is always 
bolstered considerably by the 
vending machine insurance opera- 
tions in most airports, where one 
can get $5,000 in trip insurance 
for 25¢. We like to remind our- 
selves that the ratio between cost 
and benefit is 20,000 to 1, and that, 
allowing for costs of operation and 
profit, it must be at least 40,000 
to 1. Somehow, knowing that an 
insurance company is willing to 
bet us 40,000 to 1 that nothing hap- 
pens to us on any particular 
flight always makes us feel con- 
siderably more comfortable. And 
maybe this angle could be more 
widely developed for general pub- 
lic consumption. 


“Please, miss, when my husband comes in again talk him into getting me My Error 
instead of Parfum d’Amour.” 


No Punch atall 


We are frequently puzzled by 
the automobile people, who cer- 
tainly are undergoing all sorts of 
strain in devising ingenious copy 
about automobiles which most of 
their panting customers would buy 
without any more persuasion than 
three gentle words “your 
car’s here.” 

The result is the finest example 
of restrained selling we’ve seen. 
At least it’s restrained. 

As you may be able to see, this 
ad says Pontiac is “a fine car made 


Abways an exceptional car! 


pesveac meres wrt rsen of eenemas metess cOnrenastie 


even finer” and “always an excep- 
tional car!” It repeats these rela- 
tively innocuous remarks at will. 

“Year after year, Pontiac is a 
fine car made even finer. Constant 
effort is applied in behalf of Pon- 
tiac beauty, Pontiac performance, 
Pontiac safety, Pontiac economy 
and Pontiac dependability. 

“The result—this year or any 
year—is an exceptional automo- 
bile, excelling in all the things 
that make for basically better mo- 
toring. 

“An outstanding example of 
Pontiac progress is the availability 
of GM Hydra-Matic drive on all 
1948 Pontiac models. Pontiac is 
the lowest-priced car in America 
offering you this proved achieve- 
ment in easier, finer automobile 
performance. 

“Pontiac’s exceptional record is 
your best assurance that you will 
be very happy if you choose a 
Pontiac for your next new car. 
Regardless of when you get it, 
Pontiac is always an exceptional 
car.” 


Era of Selling (Cont'd.) 

By now the return of compe- 
tition, the era of hard selling, the 
need for real salesmanship, after 
the backlog of pent-up demand 
had been exhausted, after the 
pipelines have been filled, and 
every cliche exhausted, has been 
as well advertised as the second 
coming. 


Despite this, an awful lot of re- 
tailers act as if the era of compla- 
cency would endure forever. Take 
deliveries, for instance. 

Nothing in the world is so mad- 
dening to most buyers as the dis- 
covery that their hard-won dough 
can be spent, and then the store 
fails to deliver the article. Then 
a call to “Customer Service,” as it 
is deceptively called. 

Customer recites heart-rending 
story. Gives dates, items, price. 
Discloses he has had canceled 
check for two weeks, but still no 
delivery. Store clucks sympath- 
etically, says things are difficult 
right now (the weather, the sup- 
ply situation, the truck strike, the 
oil shortage, the atomic age, the 
sales tax, the importance of being 
earnest); it will be there on 
Wednesday. 

On Thursday the same routine 
is repeated, with gestures. Then a 
letter. Then a telephone cail. Then 
quit frustration. Maybe he’ll get 
his stuff; maybe he won’t. 

All we know is that retailing is 
increasingly hard—on the cus- 
tomer. 


Jottings 


Lindberg Engineering Co., Chi- 
cago, has had considerable success 
with a promotion announcement, 
which looks—and actually is—set 
up in type, then torn out by hand. 
So when a Lindberg man gets ad- 
vanced, out to his new customers 
goes his picture, looking much as 
if some diligent soul had ripped it 
out of a _ well-printed business 
paper... 

Diamond Match Co. is all set 
with two book match packages 
which will carry Christmas themes, 
personal messages, and are ideal 
for Christmas “cards”... 

Taking advantage of all those 
cartoons about bringing chairs to 
the homes of your television set- 
owning friends, Grand Hassock 
Co., Mt. Vernon, N. Y., has de- 
veloped a bench seat which seats 
two, and has five camp stools 
inside. . . 

Seamprufe, Inc., has a new Fifth 
Ave. showroom, and one of its 
features is magnetized walls in 
dressing rooms, so that hangers 
will support slips on the wall with- 
out help of hooks or bars. . . 

Odor-Master Corp., Detroit, has 
a new compact unit which heats 
wafers, and either deodorizes, med- 
icates or perfumes a home, accord- 
ing to the wafer inserted... 

Playing cards with illustrations 
of Westinghouse electric ranges 
and refrigerators will be sold to 
dealers by the electric appliance 
division, Mansfield, O. Designed 
for use as door prizes at cooking 
school and food shows, they’re 
Congress cards, made by U. S. 
Playing Card Co... 
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The following documents ma) 
be secured without charge fron 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on hi 
business letterhead. Address Ap 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11. 


No. 3158. How to Corral the Wes- 
tern Market. 

The size and importance of the 
California and Washington state 
markets and Western Family’s 
position in these markets is re- 
ported in this booklet, issued by 
the publication. Editorial policy, 
reader interest and buying power, 
Western Family merchandising 
services and data on circulation, 
rates and copy requirements are 
included in the booklet. 


No. 3159. How to Sell the 46,000,000 
Consumer Market that Is Italy. 

Italian Publishers Representa- 
tives, American office for Italy’s 
leading advertising organizations, 
has issued this booklet, which 
breaks down Italy’s four major 
markets, lists principal cities, the 
population and industries of each 
region, and the principal media, 
press and radio. It also discusses 
the value of advertising to Ameri- 
can manufacturers who have goods 
to sell in Italy through ERP. H 


No. 3160. Better Mats—A Guide to} 
Better Newspaper Reproduction. | 

This pocket-size guide, pub- 
lished by Progressive Matrix Co., 
starts with the “beginning of the 
line,” stressing the importance of 
care in the choice of type, prepa- 
ration of art, and of good engrav- 
ings. The booklet, which is} 
profusely illustrated, discusses the | 
kinds of mats that are available 
and describes Progressive’s various 
services. 


No. 3161. Basic Marketing Data of 
the Metalworking Industry. 

The Iron Age, in this booklet, 
reports on its new statistical study 
of the metalworking industry, 
giving results of the publication’s 
postwar census of metalworking 
plants at the national industry 
level. The survey follows the U.S 
Census Bureau’s 21l-man_break- 
point and covers plants of that 
size and upward, and correlates 
the inventory with the govern- 
ment’s Standard Industrial Classi- 
fication system. 


No. 3162. What Every Advertiser 


Should Know About Capper’ 
Weekly. 
In this brochure, Capper’ 


Weekly reproduces a number of 
representative pages to show its 
editorial style and the columns, 
departments and features that 
appear regularly. The text dis- 
cusses readership as evidence’ bY 
mail, pattern sales, etc., and pro 
vides data on the farm and :urél 
town market of Iowa, Nebraska, 
Missouri, Kansas and Colo’ d0, 
with a breakdown of Caper 
Weekly circulation. 


3143. Cosmetic and To 
letries Buying Habits of 
Redbook Families. 

Use of various toiletry °™ 
among women of Redbook-: 24 
ing families is reported in ths 
new study, for which intervie v2 
was done between March 2° 42 
April 17, 1948. A section de 0te4 
to shifts in brand preference S5¢ 
a baseball box-score metho! “ 
trace trends, and many pags % 
the book compare new fin ins 
with those in Redbook’s 1% 
study. 


No. 
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‘Factory’ Finds 
Workers Warming 
to GOP, T-H Act 


New York—Factory workers 
are gradually accepting the Taft- 
Hartley law, and are shifting to 
the Republican Party, according 
to a poll released in the October 
Factory Management and Main- 
tenance. 

The survey shows that: 

1. Seven workers in ten think 
they are as well or better off un- 
der the Taft-Hartley Act than un- 
der the Wagner Act, and only in 
the CIO are there as many as two 
workers in 10 who think they get 
a worse break. 

2. Although workers have no 
better knowledge of the act than 
they did when it was enacted, 
only one in four wants it repealed, 
as against one in three a year 
ago. 

3. Among non-union workers, 
the Republicans are losing ground, 
but because of the shift to Wal- 
lace, the GOP is relatively strong- 
er than it was in 1944 in this seg- 
ment; among all workers, 27% 
now consider themselves Repub- 
lican, as against 20% who ac- 
tually voted Republican in 1944, 
and only 66% of the workers now 
think of themselves as Democrats, 
compared with 80% who voted 
for Roosevelt in 1944. Wallace was 
named by 5% of the workers 
(10% in New York, New Jersey 
and Pennsylvania). 

4. Political advice from unions 
seems to be unwelcome: eight 
out of ten union members dis- 
approve of a union’s advising its 
members, and only one union 
member in ten expects to con- 
tribute money to any campaign or 
candidate. 


WAGE-EARNERS BACK 
TRUMAN, SURVEY SAYS 

New. YorK—Macfadden Publi- 
cations’ wage-earner forum finds 
that if members of the AFL and 
CIO stick to their present voting 
plans, they are more than 2 to 1 
for Truman against Dewey. 

But workers who aren’t union 
members are Dewey men, 3 to 2. 

Further, even among. union 
members, there is a vast amount 
of indecision: 26.9% have not de- 
cided yet for whom they will vote. 

Wage earners as a whole, both 
union and non-union, report their 
intention as Truman, 37.4%, 
Dewey, 27.3%. Wallace would get 
10.9% of the husbands’ vote, 
12% of the wives’. 

An interesting sidelight was the 
inclusion of a question about shift- 
ing. Workers who switched from 
Truman usually went to Dewey, 
although a third went to Thur- 
mond. Of the few who left Dewey, 
all went to Truman. Of the work- 
ers who wanted Stassen, 56% of 
the men and 43% of the women 
are now planning to vote for 
Dewey, but the rest say they’ll 
vote for Truman. 


Staffers Buy ‘Tide’ 
Control from Rubicam 

my he majority interest in Tide 

Lliishing Co., New York, has 
he sold by Raymond Rubicam, 
- rman of the board, to a group 

‘ide executives. Purchasers are 
Ed in F. Thayer, president of the 
Company and publisher of Tide; 
Reg nald Clough, editor; Leo Hag- 
gerty, secretary- -treasurer, and 
Jaco Weintz, vice- -president and 
advertising director. Mr. Rubicam 
fon’ nues as board chairman. 

Tide was established in 1927 by 
Time, Inc., as an external house 
%gen and ‘sold in December, 1930, 
'o Mir. Rubicam. 


Keliy-Smith Opens Branch 


K ly-Smith Co., national news- 
Paper representative, has opened 
ts ninth office in the Union build- 
ing, 441 S. Salina St., Syracuse, 
N.Y. Arthur J. Gordon, formerly 
eeneral manager of the Telegraph, 


ofc, sburg, Pa., is manager of the 
2. 


‘Post’ Promotes Baum 


Alfred A. Baum, who has been 
associated with the retail advertis- 
ing department of the New York 
Post Home News since 1943, has 
been appointed classified display 
advei tising manager of the news- 
paper. Prior to his association with 
the Post, Mr. Baum served as mer- 
chandise department classified 
manager of the New York World- 
Telegram and with the retail staff 
of the New York Herald Tribune. 


Alaska Stations 
Affiliate with MBS 


KFAR, Fairbanks, and KENI, 
Anchorage, Alaska, have joined 
the Mutual Broadcasting System. 
The first Alaskan stations to affili- 
ate with MBS, the outlets joined 
in time to carry the Gillette-spon- 
sored World Series. Both stations 
are operated by the Midnight Sun 
Broadcasting Co., which is owned 
by Austin E. Lathrop, Alaskan in- 
dustrialist. 


Walkley Joins Dowd 


William P. Walkley, formerly 
with the National Association of 
Manufacturers and the American 
Mutual Liability Insurance Co., 
has joined John C. Dowd, Inc., 
Boston agency, as executive as- 
sistant. 


GF Appoints Shentfield 


James P. Shenfield, a branch 
salesman with the wholesalers di- 
vision of General Foods Corp., New 
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York, has been appointed assistant } 
export advertising manager of the 
company. 


What Size Agency? 


John Orr Young says: 
“Advertisers today give 
too much weight to 
size.” Want a small 
agency with big IDEAS? 
Write: 


Box 7114, Advertisi 
100 E. Ohio St., Chicage 


Age 
1, 1M. 


2001 CALUMET AVENUE . 
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ENGRAVI 
Master Craftsmen of Photo - Engraving 


BUECHELE . 


ADOLPH F. 


Tage 


Wha ow, 
Dossy hs ashe oh 


‘No, Son, You Cant Catch 
Many Fish with Broken Nets.” 


Does sound like an answer to a youngster’s question, doesn't it? No adult could possibly have asked it any more 


CAlumet 5-4137 . 


if jos 
*; 


than a seasoned advertising man would think of asking if advertisements from poor plates caught as many pros- | 
pects as those from good ones.... Experience and sales records have proved the answer to that one, just as 
they have proved that the “fish that get away” raise the unit cost of those that are caught... . Every one of these 
advertisers will tell you that the best guarantee that the money spent on plan, art, copy and space will pay out 
is to have the original photo-engravings made by skilled craftsmen who know aid understand the requirements 
of both the advertiser and the media to be used. ... It’s not merely coincidence that so many advertisers, nation- 


ally rated as successful, consistently specify that original plates must be made by ROGERS. 


N G C 


CHICAGO 16, 


. 


OM PAN Y 


° + President 


ILLINOIS 
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| More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 

represents the most responsive 


audience of men available today. 
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%A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 65% better prospects for 
golfing equipment than non-sportsmen. 
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Prefer WIBW 


joining states. 


WIBW 


FARMERS 


their interests for 24 years. WIBW is 
the farm station for Kansas and ad- 


because we've served 


TheVoiceoKansas 


in TOPEKA 


Busy Radio Boys: 
More and More 
Do Double Duty 


New YorK—Radio, which rarely 
welcomes a new name to its inner 
circle, is taking on the air of a 
closed corporation as more spon- 
sors put their advertising dollars 
on the same entertainers. 

Advertisers and networks ap- 
parently work on the theory that 
a performer who keeps listeners 
home on Tuesday should be able 
to do as well on Wednesday. 

Latest big name to double on 
network duties is Ralph Edwards, 
who will be drawing two pay 
checks soon—one from Procter & 


“Truth or Conse- 
quences,” another from Philip 
Morris & Co. for “This Is Your 
Life.” ABC, looking for a “name” 
master of ceremonies on “Second 
Honeymoon,” a_ sustainer, chose 
Bert Parks of “Stop the Music” 
(Old Gold, Speidel, Eversharp, 
Smith Bros.) and “Break the 
Bank” (Bristol-Myers). 

Mr. Parks delivered the sales 
pitch for Camels on the Vaughn 
Monroe show until Old Gold was 
signed as a backer for “Stop the 
Music.” 


Gamble for 


e Arthur Godfrey has managed 
to keep four network sponsors 
happy at the same time by scor- 
ing a creditable rating on his 
daytime and nighttime shows. His 
CBS daytime show, for Chester- 
field last season, has been ex- 
panded to a full hour this year, 
with Gold Seal Co. and National 


| ‘ g Mu Oilears TAM 


QWNING AND OPERATING RADIO STATIONS WIPS AND WIPS FM 


New Orleans’ 


retailers have known it 
for years! Smart national advertisers 
are finding it pays! 


You, too, will make more sales faster 


~\ when you follow the powerful morning |. 


»¥ & Times-Picayune with the influential even- 
My ing States . . . reach two ready-to-buy 
audiences with one low-cost coverage. 


Get the facts! 


Total Number Homes in New Orleans .....181,100 
Combined City Circulation: 
a The Times-Picayune (AM) and States (PM)... . 180,947 


Plus 78,158 


additional trade area readers 
a Sunday City Circulation ............-..-..154,586 


Plus 120,162 


additional trade area readers 


Source Sales Management 1948 
ABC Publisher's Statement 3 Months 
Ending March 31}, 


1948 


MES-PICAYUNE and STATES 


¥%& MORNING 


¥%& SUNDAY 


% EVENING 


© MEMBER ANA.Network © 


REPRESENTATIVES: JANN & KELLEY, INC. 


| been elected vice-president 1" 


Advertising Age, October 11, 1948 


Biscuit Co. sharing the extra 30 
minutes. In addition, of course, he 
continues as head man of Lipton 
Tea’s “Talent Scouts.” 

Liggett & Myers Tobacco Co. 
was so impressed with the red- 
head’s work last season that it 
toyed with the idea of backing 
him on an evening broadcast. This 
idea, however, was nipped in the 
bud by Lipton’s, which didn’t 
want to share the nighttime God- 
frey. (Mr. Godfrey’s talent also 
is spread out over daily early 
morning disc jockey shows on 
WCBS, New York, and WTOP, 
Washington). 

Television, on the other hand, 
may present something of a prob- 
lem for CBS’ top star. Both Ches- 
terfield and Lipton’s reportedly 
are interested in his television 
services, and the limited amount 
of time in a day may force a choice 
between the two. 


ws Listeners in New York, Boston, 
Philadelphia, Pittsburgh—and 
maybe Detroit and Chicago—can 
hear Bing Crosby this fall doing 
about the same sort of thing in 


|the daytime for Minute Maid 


orange juice that he does for 
Philco on ABC every Wednesday 
night. Crosby, a director of Vacu- 
um Foods Corp., maker of the 
juice, will offer casual conversa- 
tion mixed with crooning. 
Another voice you're likely to 
hear if you turn on the radio very 
often is that of John Reed King, 
who quizzes the ladies on Toni’s 
“Give and Take.” In addition, he 
presides over the “Missus Goes a 
Shopping,” a daily sustainer on 


| WCBS, and a weekly sponsored 
attraction on WCBS-TV. He also 


is master of ceremonies on ABC's 
“Go for the House” and Mutual’s 
“Talent Jackpot.” 

Art Linkletter—Raleigh’s “Peo- 
ple Are Funny” (NBC) and G-E’s 
“House Party” (CBS)—and Fred 
Waring—American Meat Institute 
and S. C. Johnson & Son, day, 
and General Electric, at night 
—also are proven bait for more 
than one advertiser. 


ws Bill Slater, Bill Cullen and Bud 
Collyer also fit into the category 
of radio’s busiest stars. Mr. Slater 
talks with celebrities during 
“Luncheon at Sardi’s” (MBS- 
WOR), emcees “Fishing and Hunt- 
ing Club of the Air,” sponsored 
by the Mail Pouch Tobacco Co. 
over Mutual, and asks the ques- 
tions on Whelan Drug’s “Charade 
Quiz” over WABD (DuMont). Dur- 
ing the baseball season he handled 
the play-by-play account of half 
the Yankee games. 

Mr. Cullen gives away prizes on 
“Winner Take All,” in the daily 
and Saturday night versions, and 
on “Hit the Jackpot,” a DeSoto- 
Plymouth broadcast. He reads the 
commercials on the Toni network 
programs. 

Versatile Bud Collyer is “Super- 
man” on Mutual, gift dispenser on 
“Winner Take All” (WCBS-TV 
and master of ceremonies on a new 
CBS audience participation pack- 
age, “Time’s a Wastin’.” 

In a switch on the usual proce- 
dure, Garry Moore, who nosed 0u! 
the competition to take ove! 
“Breakfast in Hollywood” follow- 
ing the death of Tom Brenen 20, 
gave up the job after a few weeks 
The reason: his other network a‘ 
signment—master of ceremo:.ies 
on Eversharp’s “Take It or Le vé 
It”—was enough to keep him b 'sy. 


Calgon Names Weithaus V. ”. 


J. C. Weithaus, manager of the 
Calgon domestic department, 4° 


charge of domestic sales of Ca! 20; 
Inc., Pittsburgh. 


Waters to Butler-Emmett 

Phil Waters has joined Bu 'et 
Emmett Advertising Agency, For! 
land, Ore., as radio-television @ 


rector. 
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... a big difference 
to Dan Gerber, President, 
Gerber Products Co., who says: 


Vvqanes 
ie SL 
WR . 


For 9 youn, weve consistently 
advertived our fruld line iv TUS WEEK 
our Nales have wcreated over YOO%,f" 


als 
7 


What's the “Sth Cover’? It’s the Sunday newspaper that distributes THIS WEEK Magazine. Look at 
this distinguished list, and you'll know why “the 5th Cover makes a difference” to TWM’s advertisers. 


The Atlanta Journal The Dallas Morning News _— The Milwaukee Journal Rochester Democrat: 
The Baltimore Sunday Sun Des Moines Sunday Minneapolis Sunday & Chronicle 
The Birmingham News Register Tribune St. Lovis Globe-Democrat 
The Detroit News New York Herald Tribune San Francisco Chronicle 

The Boston Herald : : : 7 

‘ ‘ - The Indianapolis Star The Philadelphia Sunday The Spokane 
The Chicago Daily News Los Angeles Times Bulletin Spokesman-Review 
The Cincinnati Enquirer The Memphis The Pittsburgh Press The Washington ., 


Cleveland Plain Dealer Commercial Appeal Portland Oregon Journal Sunday Star 


*Saturday Edition 


| 19 Million People . . . in 8,928,291 Homes ... . read THIS WEEK MAGAZINE 
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YOU SELLING INDIVIDUAL MARKETS? 


Look how Bendix revitalized the Los Angeles 
« 
market in one month with single pages in Pictorial 


44, 


Review. 


ARE YOU SELLING SECTIONALLY? 


See the way TYLE BORD built a dealer organiza- 
tion in 11 Western states with color pages in 
Pictorial Review in Seattle, San Francisco and 


Los Angeles. 


YOU SELLING NATIONALLY? 


Count the direct dollar returns of D. Van Nos- 
trand's Home Mechanic's Handbook promotion 


coast-to-coast in Pictorial Review. 


HATEVER YOUR SELLING JOB 


Pictorial Review's unique flexibility enables you 
to fit your advertising exactly to your selling 
pattern. You choose any one, any combination, 
or all of ten great markets. And in Pictorial 
Review, you turn on the localized selling power 


that generates top sales results every time. 
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$? 8 
’ BENDIX PROBLEM: To get actual orders for future delivery in an individual market 
Washing Machines which was static due to product shortages. 


SOLUTION: Full page weekly in Pictorial Review, Los Angeles. 


RESULTS: In one month the market was revitalized. Dealers reported un- 
precedented activity. Customers not only made deposits but paid in full for 
future delivery. Subsequent pages produced bona fide orders which estab- 
lished new records each month. That’s why the advertiser has reserved 52 
color pages in Pictorial Review in 1948 and 1949. 


LE BORD PROBLEM: To build dealer organization for distributors serving 11 Western 
Plastic Coated Wallboard 


States. 


SOLUTION: Color pages in Pictorial Review in Seattle, San Francisco and 
Los Angeles. 


RESULTS: Advertiser says: “Pictorial Review proved beyond any doubt that 
it is the medium for reaching our market of home owners and the building 


material field. The sensational response to this advertising was the deter- 


mining factor in setting up Pictorial Review as the number one medium 


SBRRERE SH 


\A\ \ 


on future advertising schedules.” 


D. VAN NOSTRAND PROBLEM: Promote coast-to-coast sale of Home Mechanic’s Handbook — $5.95 
Home Mechanic's Handbook per copy. 


SOLUTION: 3 color pages in Pictorial Review coast-to-coast — repeating same 
ad three times. 


RESULTS: Each ad in Pictorial Review piled up $30,000 worth of orders. 
For the three ads Pictorial Review rang up a total of $90,000 in direct sales. 


Ce oa n 
fol ho ADVERTISING SOLD NATIONALLY, SECTIONALLY OR BY INDIVIDUAL MANE 


COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES OPS 


New York Journal-American Detroit Times Boston Advertiser San Francisco Examiner 
Baltimore American Chicago Herald-American los Angeles Examiner Seattle Post-Intelligencer 
Pittsburgh Sun-Telegraph *Milwavkee Sentinel ("Milwaukee Sentinel represented for Pictorial Review only) 


A HEARST PUBLICATION — Represented Nationally by HEARST ADVERTISING SERVICE 
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Gardner Appoints Brown 


Clarke R. Brown has been ap- 
pointed director of the radio and 
television department in the St. 
Louis office of Gardner Advertis- 
ing Co. May Kohler has been 
named assistant director of the 


department. 


Are You 


itencted in Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Bet. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
ried, frozen and specialty foods. 
Subscription $5 peas Sample on request. 

_ —~yé Ss. D. 
ao tl, 


Front San 
“shee Publick West. Trucking News Serv. 


Merrill Becomes a Teacher 


Grant Merrill, formerly a part- 
ner of Hiddleston, Evans & Merrill, 
Seattle agency, has joined the fac- 
ulty of the University of Wash- 
ington School of Journalism, 
where he will teach radio adver- 
tising. 


A WORLD-WIDE AUDIENCE 
ABSORBING YOUR MESSAGE 
DAY AND NIGHT 


Like this Calvert spectacular on 
the Boardwalk 


at the World’s Playground, 
Atlantic City 


Write for Details 


The B.C. Maxwell Co. Adantic C WV NA | 


Press Freedom 
Vital, Women’s 


Adclubs Warned 


Dailies Must Keep 
Independence, Says 
‘Sun-Times’ Exec 


Cuicaco—Newspaper independ- 


Fience, as well as advertising, “‘is 


everybody’s business,” Richard J. 
Finnegan, executive vice-president 


s;and editor of the Chicago Sun- 


Times, reminded the Inter-City 
Conference of Women’s Advertis- 
ing Clubs. 

The 1948 conference, held here 
Oct. 1-3, took as its theme, “Ad- 
vertising Is Everybody’s Business,” 
and Mr. Finnegan linked it with 
his rgport on freedom of the 


weer 


MEMBER OF 


No. 73 in o Series 


This is Toledo 


...and this is the TOLEDO BLADE 


One of America’s Great Newspapers— 
in One of America’s Great Cities 


THE combination of an ideal market and a fine 
strong newspaper with complete coverage deter- 
mined The Publication Research Service’s selection 
of Toledo for 


The AD RATER Service 


These are the reasons, too, that The Toledo 
Blade was selected by The American News- 
paper Advertising Network for its Advertising 
Penetration Study. 


National Advertisers seeking sound test 
copy conditions will find The Toledo Market 
especially well suited. 


The fact that The Blade conducts THE 
TOLEDO MONTHLY GROCERY IN- 
VENTORY will be of added interest to 
advertisers of grocery products. 


TOLEDO BLADE 


One of America’s Great Newspapers—in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
AMERICAN NEWSPAPER ADVERTISING NETWORK 


Advertising Age, October 11, 1943 


world’s press. Describing the doc - 
ument which expresses America s 
point of view on freedom of info - 
mation, and which the State Dr- 
partment asked him to organiz: 
he said the chief idea behind this 
“U. S. Convention on the Gathering 
and International Transmission cf 
News” is that if the world can 
adopt the fundamental freedom of 
the press as we know it in this 
country, the people of all nations 
will understand each other better, 
and there will be a better chance 
for world peace. 


s “To live up to that responsibil- 
ity,” he said, “newspapers must 
be independent not only of gov- 
ernment but of those who seek 
special privileges in or through 
government. That independence is 
everybody’s business!” 

“Along with our democracy, 
which touches the vital freedon 
of our press, we have an economi 
freedom in which we develop ow 
occupational talents,” he contin- 
ued. “Here, too, is the clash ot 
ideologies. For this is our capita- 
lism and there are people wh 
won’t try it, but don’t like it. It is 
chiefly in the task of printing the 
message of that capitalism that 
most of you in advertising are 
engaged. Just as it is an obligation 
to see that democracy delivers the 
goods, it is an obligation for capi- 
talism to deliver the goods. You 
profession has a solemn opportun- 
ity to help.” 


@In her talk on the conference 
theme, Mrs. Ella B. Myers, mark- 
eting consultant of General Foods 
Corp., New York, and the AFA’s 
“Advertising Woman of the Year,’ 
recounted the growth of the public 
service viewpoint among adver- 
tising people, its wartime service 
and its culmination in the present 
Advertising Council. 

A popular conference innova- 
tion this year was the “nightca; 
parties” which followed the Sat- 
urday night banquet. These wer 
informal open house affairs in th 
suites of Elairre Norden, Campbell: 
Mithun account executive ané 
president of the host club, the 
Women’s Advertising Club of Chi- 
cago; Mabel Obenchain, Famou 
Features Syndicate, general con; 
ference chairman; and Ma 
Coffey, treasurer of Guenthe! 
Bradford & Co., program chairma 


The idea was suggested by Rut 


| Williams, Wesson Oil & Snowdri! 
| Sales Co., 


and most of the regi: 
trants visited the different suit 
between midnight and 3 a.m. 


® Plans for 1948-49 were discusse 
at the Sunday brunch by 12 presi 
dents of women’s advertising clul 
At the close of this workshop ses 
sion, the conference accepted th 
invitation of Hope Johnson, Siow 
fer Corp., president of the Wome! 
Advertising Club of Cleveland, ! 
hold the 1949 conference in t) 
Ohio city. 


Promotes Bilsland 
B. F. Bilsland, manager « 


| Chicago district sales office 


been appointed manager »f 
newly organized midwest r-gi 
for the general machinery divi 

of Allis-Chalmers Mfg. Co., i 
waukee. He will make his ¢ 
quarters in Chicago. Jack C. Coll 
succeeds Mr. Bilsland in the ©) 
cago district office. 


AMA Elects James Rice 


James O. Rice, assistant © ec 
tary and editor, has been e e'4 
secretary of the American M# 
agement Association, New Y0 
He succeeds Henry J. Howlet 
recently resigned to become 0'& 
dent of Container Labora 0! 
Inc. 


Appoints Ellis Agency 

Ellis Advertising Co. B 
has been appointed to dire! 
advertising of N. Y.-Penn. L: 
Machinery Corp., Buffalo. Bu =!" 
papers and direct mail w |! 
used, 
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Advertisers are spending 


16 per cent more dollars in 


U.S. News « Wortp Report 


in 1948 than in 1947 
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Advertisers are spending 


16 per cent more dollars in 


U.S.News « Woritp Report 


in 1948 than in 1947 
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793,238 
(Regular Edition Oniy) 


The Law of Supply and Demand Still Works. The rise of Popular 
Science Monthly is no flash in the pan. In recent years we have been 
unable to supply the copies the public wanted. Now, with the paper 
situation somewhat improved we can more nearly meet the demands. 
Every purchase of Popular Seienee Monthly is a wanted purchase, by 
an interested reader, the kind that pays off for advertisers. 


_ 1,487 individual ads in the current issue—an all-time high 
...and November will be even greate: 


| POPULAR SCIENCI 
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The Law of Supply and Demand Still Works. The rise of Popular 
Science Monthly is no flash in the pan. In recent years we have been 
unable to supply the copies the public wanted. Now, with the paper 
situation somewhat improved we can more nearly meet the demands. 
Every purchase of Popular Seienee Monthly is a wanted purchase, by 
an interested reader, the kind that pays off for advertisers. 


| 1,487 individual ads in the current issue—an all-time high 
...and November will be even greate! 


| POPULAR SCIENCIY) 
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ey! 
353 FOURTH AVENUE, NEW YORK 10, N.Y. 
CHICAGO: 360 North Michigan Ave. - CLEVELAND: 378 Citizens Bldg. - DETROIT: 820 Book Bldg. 
LOS ANGELES: 1022 Garfield Bldg. - SAN FRANCISCO: 1014 Russ Bldg. - SEATTLE: 618 Second Ave. 


From figures published, Printers’ Ink, Sept. 10, 
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New Oliver Corp. 
Film Shows Farm 
Mechanization 


Premiere Features 
Dedication of New 
Memphis Unit 


Mempuis—Oliver Corp. dedi- 
cated a new $250,000 branch office 
building here with the premiere of 
ite 30-minute sound-color film, 
“Acres of Power.” 

The Chicago farm machinery 
maker is an enthusiastic user of 
direct selling films and its recently 
completed centennial celebration 
employed movie trailers in 2,000 
U. S. cities and towns, but the 
new film is its first attempt to 
portray an entire corporation. 

The film, produced by Chicago 
Film Laboratory in collaboration 
with company officials and _ its 
agency, the Buchen Co., Chicago, 
illustrates the growth of farming 
methods over a 100-year span; de- 
picts the varied activities of the 
firm itself, and shows the socio- 
logical implications of American 
farming. 


es “Acres of Power” was rushed 
to completion in 58 days, but it 
is authentic, with all properties 
and costuming either genuine or 
painstaking reproductions of the 
original. Ancient farm tools are 
portrayed in some of the historical 
sequences, and the first gasoline- 
powered tractor built in America 
runs in one of the scenes. 

Oliver shows how farm mech- 
anization has increased production 
and released a large portion of 
the population from raising foods 
to engage in industry, the profes- 
sions, etc. Oliver itself is shown 
by plane trips to plant cities and 
filmed inspections of the actual 
plants, including brief shots pic- 
turing results of the $26,000,000 
expansion and modernization pro- 
gram which went into effect five 


New Print 
Gives Color 


Black & White Certainty! 


It’s straightforward 1-2-3 . . . film, 
print, plates .. . when you work from 
a CHROMART Print instead of the 
color film itself. The same routine as 
black & white, to give you the same 
dependability, the same flexibilities: 
Lets you retouch, letter, scale to size, 
paste into final art. 

Even more important, your plate- 
maker gets client-approved flat copy 
to match. No uncertainties as to how 
the transparency will reproduce, no 
arguments later. 

CHROMART Prints, made from your 
color films, are priced from $52 to 
$122, depending on size ordered. 
Write! 


Frank Miller Laboratories 
846 N. Fairfax, Hollywood, Calif. 


America’s oldest colorprint service ... 
the choice of top advertisers for 11 
years. 


years ago. Also featured are the 
company’s branch houses, with 
their service setup for dealers: 
the dealer operations, with a cor- 
responding service. setup for far- 
mer customers; and the function 
of “block men,” who work with 
dealers on sales and service prob- 
lems. 


s The film is to be shown later 
to workers in other Oliver plants 
and will be offered to agricultural 
colleges, local chambers of com- 
merce and service clubs, farm 


and soil conservation groups, 4-H 
and other youth organizations, etc. 
Oliver expects the film to demon- 
strate to business groups how 
farming now requires extensive 
financing for equipment, and why 
their services are needed more 
than ever before. 

Oliver Corp., whfch winds up 
its fiscal year Oct. 31, has okayed 
an increased advertising budget 
for next year and plans to add 
general magazines and more busi- 
ness publications to its media list. 
Its new line of tractors, introduced 


in July, will get an all-out promo- 
tion, starting in December. 

The company’s agricultural di- 
vision, which produces a full line 
of equipment, including wheel and 
crawler tractors, employs national 
and regional farm publications, 
farm implement dealer papers, 
magazines, financial papers, out- 
door and direct mail. The indus- 
trial division, which merchandises 
crawler and whee! industrial trac- 
tors, uses business papers to reach 
the construction field in general, 
as well as other markets such as 
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lumbering, oil, railway, etc. Deal- 
ers tie in with company-prepared 
ads in newspapers. 


Nine Appoint Parkin Agency 

Edwin Parkin Advertising, Inc. 
New York, has been named to di- 
rect the advertising of Bryant Sho« 
Corp., Long Island City; S. S. Job- 
bing House; Radio Ham Shack 
Inc.; Electronic Photo’ Devices 
Inc.; Television World; Tested Sale 
Producers, Inc.; Samuel L. Unge) 
Co.; Phadick Sales Co. and Rad- 
com Engineering Co., all of New 
York. 


~ MARINE MIDLAN 


The Marine Midland Trust Company of New York serves Man- 
agement-men in 47 New York State business centers. For 14 
years this bank has used the pages of Business Week to maintain 
contacts with old clients, and to initiate new business. BW has 
proved both practical and economical for the purpose, as BW 
reaches a higher concentration among the executives who make 
or influence financial decisions than does any other general busi- 
ness of news magazine. 


BUSINESS WEEK FIRST... AGAIN! 


Many other advertisers whose goods or services*are bought by 
industry and business, have found that Business Week is read by 
buyers. As a result, in 1947, Business Week again led all general 
business and news magazines: 


THE LEADER... 


In page volume of business goods and serv- 


ices advertising . . 


THE LEADER... 


3 


. 3110 pages. 


In number of business goods and services ad- 
vertisers ... 623 advertisers. 


> 


THE LEADER... 


In number of exclusive accounts in the busi- 
ness goods and services classifications... 229 


accounts. 


This year-after-year leadership has been maintained by Business 
Week for a decade, for the simple reason that— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


p isa BW advertiser is 
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eal- hicago Insurance Agents 
ared )kay Prudential Strike 
The Chicago unit of the CIO 
adustrial Insurance Agents Union 
cy oted last week to authorize the 
Inc. nion’s national strike strategy 
o di- ymmittee to call a strike against 
Shoe he Prudential Insurance Co., 
Job- fewark. The union represents 800 
a rudential agents in the Chicago 
rea. 
Sale George W. Curtiss, vice-presi- 
Inge: ent of the Chicago unit, said the 
Rad- nion is demanding a_ contract 
New hich provides a weekly wage of 
65 plus a cost of living increase 


of $15 weekly. The agents are paid 
commissions only, he said, de- 
claring that company records show 
average earnings of the insurance 
salesmen to be $81 a week. 


Appoint Kelly-Smith 


The Indianapolis Star and the 
Indianapolis News have appointed 
Kelly-Smith Co. to represent them 
in the general advertising field, 
effective Jan. 1. The two papers 
were consolidated in August. The 
News will be published in the eve- 
ning and the Star will continue as 
a morning paper and Sunday. 


‘Fly to Reno’ Is 
City’s Special 
Bid to Westerners 


Reno, Nev.—The Chamber of 
Commerce here has launched a 
unique “Fly to Reno” campaign 
with a series of highway signs 
aimed at promoting tourist travel 
by air. 

The chamber will use 34 signs 
in the San Francisco bay area, 
30 near Los Angeles, 10 near Sac- 


ramento and two near Las Vegas 
to boost weekend travel by com- 
mercial air lines to this “biggest 
little city in the world.” The city 
fathers believe it is the first out- 
door advertising campaign of its 
kind ever attempted by a chamber 
of commerce. 

The signs, using full color in 
baked enamel on aluminum, urge 
tourists to “Fly to Reno from...” 
and carry the flight time, in min- 
utes, from the nearest airport to 
Reno. “Magnificent scenery all 
the way” is the promise to pros- 
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** Atlas Corporation 
oF America 
. a 2 Manhattan Compeany 
Bank of Montreal 
**Bankers Trust Company 
Canadian Bank of Commerce 
sales orporation 
. ese ‘Credit Company 
*Dillon Read & Company 
Douglas-Guardian Ware 
*First Boston Corporation 
*Goldman, 
**Guyaranty Trust Company ) 


e Year Advertiser 


f 


*Five to Nin 


Classification’ used 


8 Advertisers 


*Halsey, Stew 
*Harriman, Rip 


in the Banks and 
the Pages of B.W. 


art and Co., Inc. 
ley and Co., Inc. 


Investments 
in 1947 


*Morgan Stanley © 
*National City Ban 


nd Co. 
k of Cleveland 


National City Bank o 
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pective visitors who don’t have the 
time to drive or travel by rail or 
bus, but who might take a faster 
trip by air. 

The local citizenry was ac- 
quainted with the campaign by 
means of one of the signs, set up 
temporarily in one of the city 
parks, along with an explanatory 
board signed by the Chamber of 
Commerce. 

Thomas C. Wilson Advertising 
Agency handles the account. 


Adds Export Division 


Shutran Mahlin Advertising, De- 
troit, has established an export 
advertising division to render ad- 
vertising, merchandising and pub- 
lic relations services to industrial 
and consumer commodity export- 
ers in the Great Lakes area. John 
Ball, vice-president, will head the 
new division. 


Smith Davis Names Mendte 

Smith Davis Corp., New York, 
has appointed J. Robert Mendte, 
Philadelphia, to handle market 
studies. 


house Corp. 


Sachs and Company 


Harris, Upham and Co. 
Irving Trust Company 
*Kidder Peabody and Company 

*Lane-Wells Company 
caine Warehouse Company 
*Lehman Brothers 
*Loew’s Inc. 
Magnavox Company 
Magnified Market, In 
**Marine Midland Trust 
Merrill, Lynch, Pierce, F 


dex Service 
Company 
enner & Beane 
New York 


** Ten Years or more 


RKO Radio Pictures, Inc. 
Safeway Stores Inc. 
Seattle First Nationa 
Sheridan, — 

*Smith, Barney aNd +O. 
ao & Webster Securities Corp. 
Sun Ray Oil Corp. 


i k 
Troy Savings Bank 
Universal-International Pictures 


| Bank 
rrison 


Based on P t ishers nformat on reau analysis. 
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! s 


IN NAS-LAND | 


TELLING THEM 
SELLING THEM 


HERE’S WHY: 


° Local news...news 
of townand countryside found 
only in Hometown papers. .. 
commands the country’s 
highest readership. Complete 
coverage of both town and 
rural areas can only be had 
with Hometown papers. Ad- 
vertise your products where 
your distribution gets the 
tremendous sales impact of 
intense reading plus complete 
coverage! Win fullest cooper- 
ation from your dealer by 
using his OWN newspaper ! 


(3 Easy a8 WAS./ 


Hometown Newspapers are easy to 
use... there’s no lost circulation... 
pick them by counties. A great mon- 
ey-saving advantage! Your copy of 
the new revised 1948 Directory of 
Newspapers listing papers, circula- 
tions and rates, ready 
August 15th. Talk with us 
about profitably solving 
your sales problems in 
non-metropolitan areas 
...there’s no obligation. 


Write, wire or phone offices in 


Chicago 1, 222 N. Michigan 
New York 17, 70 €. 45th St. 
Detroit 26, 409 Griswold St. 


NEWSPAPER 
ADVERTISING 


SERVICE, Inc. 
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Test Your Product 
in Home Market, 
Chicagoans Told 


Cuicaco—“Think of Chicago as 
your test market” was the advice 
M. T. Reilly, manager of research, 
Chicago Tribune, suggested to 
members of the Advertising Ex- 
ecutives Club last week. 

Using a smaller market to test 
advertising and sales promotion 
techniques, he said, is a lot like 
“playing poker for fun.” He added 
that Chicago is a better testing 
ground than ever before because 
advertisers can check results 
through the consumer panel es- 
tablished by the Tribune to tab- 
ulate buying habits of families 
in the Chicago metropolitan area. 

The panel has produced a 
wealth of material on purchases, 
but much of this remains to be 
processed into actual presenta- 
tions for the Tribune’s sales staff, 


> Mr. Reilly admitted. The grocery 


classification is farthest advanced, 
with drugs next in line. Eventu- 
ally, the newspaper plans to is- 


sue reports, as well, on fresh meat, 


and poultry, apparel, home fur- 
nishings and equipment, auto- 
mobiles and accessories, gas and 
oil, sports equipment, books, etc. 


@ The Tribune established the 
576-family panel after several 
years of planning and investiga- 
tion (AA, July 12) and its Fam- 
ily Survey Bureau now is work- 
ing with 700 to 800 families to 
make the panel as nearly an ex- 
act miniature of the market as 
possible. 

Although the bureau _hasn’t 
supplied Tribune salesmen with 
much material, it has proved the 
panel to be highly sensitive to 
spectacular advertising drives, 
special deals, couponing,_ etc. 
Procter & Gamble’s Tide, for in- 
stance, shot up to second place— 
“and a good second, too,” Mr. 
Reilly said—when it engulfed the 
Chicago market with an ail-out 
campaign early this year. With 
sustained advertising, it is hold- 
ing to second place in the highly 
competitive field, with only the 
veteran American Family flakes 
leading it in sales. Special adver- 
tising and merchandising for 
other products also has been re- 
flected quickly in the panel tabu- 
lations. 

The study doesn’t enable the 
Tribune to answer the question, 
“How much advertising is needed 
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ye # 


Creative artists 
at Philipp are 
trained to think 
in terms of 
merchandising 


hilipp 


LITHOSBAPHING 
= 


1422 WN. 4th ST. MILWAUKEE 12, wis. 
PHONE - MARQUETTE 8-2446 


for this product?” but as data is 
assembled during future months 
Mr. Reilly believes it will be in- 
creasingly useful in helping get 
closer to the right answer for 
successful sales of individual pro- 
ducts. 


Chicago Admen Meet Oct. 11 


Gerald C. Johnson, of G. C. 
Johnson Associates, New York, in- 
dustrial design organization, will 


Chicago Industrial Advertisers at 
the Builders Club, 228 N. La Salle 
St., Oct. 11. 


Gilbert Schedules 3 Drives 


A. C. Gilbert Co., New Haven, 
Conn., has plans for three separate 
campaigns—one each for American 
"lyer scale model trains, Gilbert 
chemistry sets and Erector sets— 
all keyed to the Christmas toy buy- 
ing season. Four-color copy will 
appear in national magazines, 


leading cities as well as a television 
program, “The Roar of the Rails,” 
to be presented on the East Coast 
network of CBS beginning Oct. 26. 
Charles W. Hoyt Co., New York, 
is the agency. 


Gough Transferred 

Harry S. Gough, account execu- 
tive in the national advertising 
department of the Cincinnati Post, 
Scripps-Howard paper, has been 
promoted to the Chicago sales of- 
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Brady Appoints Helliwell 


Charles H. Helliwell, formerly 
divisiona] sales manager and sales 
promotion manager of Rhea Mfg. 
Co., Milwaukee, has been named 
vice-president in charge of the new 
Milwaukee division of Richard H. 
Brady Co., advertising and mar- 
keting agency with headquarters 
in Stevens Point, Wis. 


Cloud Joins Michel-Cather 
Jess H. Cloud, formerly with 


i 
Tdi d a 


Weekly Star. 


2000 farm equipment dealers (874 in Missouri, 1126 in Kansas) were 
asked this question: “To be most helpful to you, in which one of the fol- 
lowing farm papers would you prefer to see the factory advertising of the 
lines you sell?” 


RESULTS 


The Weekly Kansas City Star 407 


2nd Missouri Farm Paper... 
2nd Kansas Farm Paper 


DOLLAR JUDGMENT OF DEALERS 


By a unanimity which is startling, Missouri and Kansas farm equipment 
dealers spend virtually all their own farm paper advertising money in The 


DOUBLE BARRELED PREFERENCE 


Dealers prefer The Weekly Star for factory 
advertising ... AND for their own advertising! 


speak on “The Importance of|comic books and Sunday comic sec- | fice of Scripps-Howard. John Bis-| Batten, Barton, Durstine & Osborn, 
Basic | Design in Industrial Pro-| tions of 59 leading newspapers. In| choff has been named to succeed|has joined Michel-Cather, Inc. 
ducts” at a dinner meeting of the | addition, spot radio will be used in | Mr. Gough in Cincinnati. |New York, as a copywriter. 

wem . 


4 Mitssouriand Kansas Farm Equipment Dealers Say— 


The WEEKLY STAR 


IMPLEMENT & TRACTOR Survey Reveals that the 
WEEKLY STAR is First Choice of 30% More Kansas 


and Missouri Farm Equipment Dealers 


198 
114 


Detailed copies of this decisive survey sent on request) 
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“red Allen Declares 
War on Giveaways; 


‘nsures Audience 


New York—Fred Allen is out to 
low down and maybe stop “Stop 
he Music,” the upstart prize pro- 
‘ram which knocked him into 38th 
lace on the Hooper report last 
pring. 

Without mentioning by name 
he ABC giveaway which competes 
vith him for Sunday night listen- 


ers, Mr. Allen came out fighting 
in his initial fall broadcast for 
the Ford dealers. 

Assuring his fans they could 
“only lose 30 minutes” by listening 
to him, the veteran artist promised 
to insure them—up to $5,000— 
against any possible loss incurred 
by missing out on a giveaway prize 
because of an Allen joke. He said 
arrangements had been made with 
the National Surety Corp. to guar- 
antee the listener’s loss up to 
$5,000. 

Announcer Kenny Delmar ex- 


plained the proposal: 

“Tune in Fred Allen and relax. 
For the next 30 minutes you are 
guaranteed. If you, any listener in 
the United States, are called on 
the telephone during the next 30 
minutes by any giveaway program 
and you can prove, because you 
were listening to Fred Allen, you 
have missed an opportunity to win 
a washing machine, sterling silver 
dinner set, new car, or any amount 
of cash prize, the National Surety 
Corp. guarantees Fred Allen will 
perform his agreement to replace 


any article of merchandise up to a 
value of $5,000 or reimburse you 
for any amount of prize money 
lost up to $5,000.” 

Satirizing the big money give- 
aways in a skit called “Cease the 
Melody,” Mr. Allen handed out 12 
miles of railroad track, two floors 
of the Empire State building, a 
completely furnished roundhouse, 
a television set with a saloon and 
bartender, 800 pounds of putty for 
every member of the family, 4,000 
yards of dental floss, almost new, 
and the gangplank of the Queen 


R} ‘is the farm paper they prefer 


lor factory advertising!” 


A GIANT FARM MARKET 


Weekly Automobiles Trucks Electrified ‘ee Tractors 
No. of Star on Farms on Farms Farms on Farms on Farms Cash Farm 
Farms Circulation Jan. 1948' Jan. 1948' Jan. 1948? Jan. 1948' July 1948! Income 19472 
Kan. 141, 192 t 27 ,008 1 50,085 83,683 | 65,1 100 39,71 1.139,981$1,266,671,000 
Mo. 242,934 170,031 200,459 69,600 1 28, ,700 47,619 104,371$1,080,676,000 


1. 1 & T Estimate. 
2. Edison Elec. Institute. 


3. Bureau of Agricultural Economics. 


FIRST In KANSAS No other farm paper reaches as many 


Kansas farmers as The Weekly Star — 89.95% coverage of farms. 


FIRST In MISSOURI No other farm paper reaches as many 


Missouri farmers as The Weekly Star — 70% coverage of farms. 


In addition to the Missouri and Kansas circulation figures detailed 
above, The Weekly Star delivers an extra bonus of more than 128,000 
circulation in Oklahoma and Arkansas. Total circulation of The 


A GIANT 


Weekly Star is in excess of 441,000 farmer subscriber families. 


Clye 4 


eekly 


-argest Farm Paper in Kansas 


AAMNGAS 


Jity Star. 


Mary. 

Meanwhile, on “Stop the Music” 
a beer salesman from Bluffton, 
Ind., won $30,000 in prizes for 
identifying the mystery tune as 
“Turkeys in the Treetop.” 


Westinghouse Launches 


Its Largest Lamp Drive 


The lamp division of Westing- 
house Electric Corp., Pittsburgh, 
has launched its largest advertising 
campaign, using a series of 25 full- 
color ads in newspaper supple- 
ments and consumer magazines, 
backed by window and store dis- 
plays, merchandisers and point-of- 
sale helps for dealers. 

Publications to be used are Look, 
New York Times Magazine, Pa- 
rade, The Saturday Evening Post, 
This Week Magazine and Time. 
Announcements will be carried five 
days a week on the Westinghouse 
Ted Malone program over 205 ABC 
stations. 


Names Zeder-Talbott 

Tivoli Brewing Co., Detroit, has 
placed its advertising with Zeder- 
Talbott, Detroit. 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark . . . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 


Largest Farm Paper in Missouri | 


be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. Sox ED 


’ 


-_——_ = 


Oy ee ee ee ee eee ee 


ee —ed 
| ) | 7. 
sales | 
Mfg. | | | 
med Pe y 
new | 
dH. : 
rters 7 
ee - 
with cs 
pus | 
il ee eae es cwine oa! Se Saleen Bg ose undeieas | oot ee ee ee ee ; Fé 
. q 
— ay 
N IDEAL 
: Gif ? : 
ee PDreminm 
rem | 
a | Interchangeable tools 3 
RW 1 #s@ 
/ ’ ! é WS) 
ee MEDIUM 7 
ae " 
ee “g 
| 
7 PC ae 
ee 


ee 


Increases Ad Budget 


Reed & Barton, Taunton, Mass., 
silversmith, has announced for 
1949 the largest advertising ap- 
propriation in its history. National 
magazines, supplemented by trade 
advertising in the jewelry and 
hotel fields, will be used. This will 
be backed by a complete program 
of promotion and merchandising 
activities. Badger & Browning, 
Boston, is the agency. 


Y&R Names Wellington 


John Wellington has been ap- 
pointed radio and television pro- 
gram director of Young and Rubi- 
cam, New York. He formerly was 
with Ruthrauff & Ryan. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. No ob- 
ligations. 


EYE* CATCHERS, Inc., 10 East 38 St.,N. ¥.C. 16. 


Get Your Trading 
Cards, Kids, from 
the Doner Agency! 


Cuicaco—W. B. Doner & Co., 
which helps its clients market a 
lot of machinery, furniture, cloth- 
ing and other products and serv- 
ices, is going to aid and abet a 
kiddie craze—those trading cards 
the youngsters like to collect. 

Some of the principals of Doner, 
it became known last week, placed 
a quarter-page ad in the Chicago 
Daily News right alongside the 
comics. Results from this first test 
ad, which carried a coupon offer- 
ing a dollar bargain, were called 
satisfactory. Further tests, it can 
be presumed, are likely, for the 
agency operates offices in Detroit, 
New York and Chicago and can 
gear for a nationwide operation. 

The Doner executives are united 
as the Kiddie Kollectors, who urge 
the youngsters to send in one dol- 


lar to P.O. Box 5499 for each box 
of 216 trading cards—each a dif- 
ferent design in full color. Juven- 
ile investors can “build up your 
collections and make it the big- 
gest and best in your whole neigh- 
borhood!” 

The standard-size cards are 
manufactured by Arrco Playing 
Card Co., Chicago, which has been 
supplying them in less impressive 
numbers—18 for a dime— in de- 
partment and variety stores. 


Buys “Medical Record’ 


Fox-Shulman Publications, Phil- 
adelphia, publisher of Model & 
Hobby Industry and Radio Show- 
manship, has purchased Medical 
Record, New York. Fox-Shulman 
plans to increase the circulation 
of Medical Record, which is now 
running 16,000, to 35,000 as of the 
first of the year. Medical authori- 
ties will be appointed to head 
each of the publication’s various 
departments. After Nov. 1, Medical 
Record’s offices will be located 
in Philadelphia. 
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Public 
Buildings 
24 Billions 


Hospitals 
6 Billions 


Schools 
ll Billions 
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Churches 
10 3/4 Billions 


Brick and Clay Plants Must Ex- 


Hundreds of Brick and Clay Plants need huge 
quantities of equipment Now...Can you help? 


The tremendous backlog for industrial, commercial “S, 


and public construction—70% of which is masonry— 


represents a tremendous market for brick, tile and 


sewer pipe. Manufacturers of these products are plan- 


ning now to modernize old plants and build new 


ones to meet the increased demand for their products 
in the $16,000,000,000 construction program. Mate- 


rial handling, processing, power, furnace and control 


equipment is urgently needed for these plants. 


Put your advertising to work where it can help make 


sales—where it reaches the men with the authority 
to buy—in BRICK AND CLAY RECORD, the one publi- 


cation that completely covers the 


pand to meet increasing demands 


from other industries 
“A PICTURE STORY OF CLAY PRODUCTS” 
tells how you can help. 


Send for your copy today. 


HIGH TEMPERATURE FIRING 


Published by Industrial Publications, Inc 


clay products industry. 


You can sell and serve through the 
world's Leading Clay Journal © 


RECORD 


the largest publishing organization devoted exclusively to building. 
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e Sept. 20 was a banner day for Paut pE GuzMan of Royal & de 
Guzman, New York, when he became the father of a baby daughter, 
Bridget, and clinched the Popular Publications account. e Late 
vacationers were Les JOHNSON, gen’l mgr. of WHBF and WHBF-FM, 
Rock Island, Ill., who went fishing at Grand Rapids, Minn., and 
H. Roy Marks, sales representative at WEEI, Boston, who had a 
week in the Adirondacks and another on Cape Cod. e Peggy Zeder, 
daughter of Chrysler’s board chairman, Frep ZEDER, was married in 
Detroit, Sept. 4 to Gorpon R. BLarr, space representative of Mecanica 
Popular, the Spanish edition of Popular Mechanics. The bridegroom 
is the son of CLype S. Barr, ad representative of Popular Mechanics 
in Chicago for the past 42 years. e 

e WirLL1AM J. Pape, publisher of the Republican and American, 
Waterbury, Conn., and Mrs. Pape celebrated their 50th wedding 
anniversary last month. Among their four children, WILLIAM B. 
Pape is assistant publisher, and Eric is secretary of the dailies and 
pres. of the Nutmeg Broadcasting Co. e RopertT McANDREws, Young 
& Rubicam, Hollywood, is conducting an 18-week course in radio 
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RUGGED EVENT—The arrival of a son at the home of William W. Woodbridge II, ac- 
count executive of Botsford, Constantine & Gardner, Seattle, was announced with this 
super doodle. 


advertising for the University of California Extension. Classes are 
held in one of NBC’s Hollywood studios. e CLARENCE M. FLIntT, direc- 
tor of the American Newspaper Publishers Association research de- 
partment, is mighty proud of the Presidential Certificate of Merit he 
received last month for “outstanding fidelity and meritorious conduct 
in aid of the war effort against the common enemies of the U. S. and 
its allies in World War II.” e 

e@ FRANK M. HEap, vice-president and general merchandise man- 
ager of United Cigar-Whelan Stores Corp., has been appointed by 
Governor Earle C. Clements, of Kentucky, as an aide-de-camp on 
the governor’s staff with the rank and grade of colonel. e JOHN F. 
LewIs, ad director of the St. Paul Dispatch and Pioneer Press, 's 
working overtime as chairman of the publicity committee for the 
Greater St. Paul Community Chest and Council. His committee 
includes ARNOLD NIEMEYER, KENNETH CROUSE, Dispatch; KENNETH 
Hance, KSTP; THuRWIN DrReEvescrart, West Publications; Ray 
ScHNEIDER, Brown & Bigelow, and Perry Dotson, Schuneman;, 
Inc. @ ELEANORE (Pat) Hur -ey, dir. of press information at WQXt, 
New York, and her husband, Walter T. Gassenheimer, WQXR eng:- 
neer, are the proud parents of a baby girl born on Sept. 19. e Gu - 
TON Parks, nat’l ad manager of the Journal-Advertiser, Mon’- 
gomery, Ala., has been elected v.p. of the Montgomery Juni 
Chamber of Commerce. e G. EMERSON MARKHAM, station manag tT 
of WGY, Schenectady, has been given the annual Reuben Brighe 
Award for his “pioneer work in the field of agriculture, for helpi '£ 
to develop farm broadcasting, and for his pioneering in farm te! ’- 
vision shows.” @ 

e Harotp G. “Hap” Kern is receiving congratulations on his 10 h 
anniversary as publisher of the Boston Record & American a 
Sunday Advertiser, Hearst newspapers. eBetty Fry er, fash 0 
coordinator and formerly ad director of H. & S. Pogue, Cincinn 
department store, is resigning Oct. 23, in preparation for her m: *- 
riage to Lt. Thomas J. Kavanaugh, air force pilot stationed 
Albany, Ga. e 

e@ WILLIAM E. ALprRICcH, ad manager of H. A. Johnson Co., Bost", 
is head of the Salvation Army’s Greater Boston appeal for $500,0 0 
e Francis S. Murpny, publisher of the Hartford Times, is celebr: ‘- 
ing his 50th year with the newspaper. e JAMES WoopBURN, V.pPp. of 
Edward Owen & Co., Hartford agency, is passing out cigars w ‘h 
the announcement of twin boys named James Jr. and Jeffrey All" 
The Woodburns have another son, Scott, now five years old. @ 
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Russell Werner 
Elected Governor 
of AFA 6th District 


Cuicaco—Russell C. Werner, 
Valker & Werner, Peoria, Il., was 
lected governor of the Advertis- 
ig Federation of America’s 6th 
)istrict at the group’s first annual 
onvention here Oct. 1-2. He suc- 
eeds Leah L. Anderson, educa- 
onal director of Foote, Cone & 
jelding and a former president 
f the Women’s Advertising Club 
f Chicago. 

Other new officers named by 
the delegates from member clubs 
1 Illinois, Wisconsin and eastern 
Missouri include: Ist lieutenant 
governor, Andrew Hertel, promo- 
tion manager, Milwaukee Senti- 
el; 2nd lieutenant governor, 
Sewell P. Wright, part owner of 
a Springfield, Ill., agency; and 
secretary-treasurer, Ann Bicker- 
ion, executive secretary, Peoria 
Advertising & Sales Club. 

Fourteen officers and directors 
of the 11 advertising clubs in the 
district attended the meeting, 
which coincided with the Inter- 
City Conference of Women’s Ad- 


vertising Clubs. The AFA was 
represented by Elon G. Borton, | 
president, and Paul C. Smith, Ist | 
vice-president of AFA and assist- | 
ant advertising manager of Cater- 
pillar Tractor Co., Peoria. 


AFA ELECTS PREIS 
Fort Wortn-—The 10th District, | 
Advertising Federation of Am-| 
erica, has elected Rex Preis, Sta- 
tion KTSA, San Antonio, as dis- 
trict governor, to succeed Ira E. 
DeJernette, DeJernette Advertis- 
ing Agency, Dallas. 
Others elected were E. Julian 
Herndon, Arkansas Democrat, 
Little Rock, Ist lieutenant gov- 
ernor, and W. H. Tipton, Franke- 
Wilkinson-Schiwetz & Tips, Hous- 
ton, 2nd lieutenant governor. 


1 Two Name Bliss & Marces 


Creste-Andover, Inc., New York, 
prints and pictures, and Abbott | 
Pipes, New York, have appointed | 
Bliss & Marces, New York, to han- 
lle their advertising. 


Manz Appoints Brettelle 


H. T. Brettelle has been ap- 
pointed manager of the newly 
opened Detroit office of Manz 
Corp., Chicago. The new office is 
located at 6432 Cass Ave. 


CREE EES EMRE oT 
ST. PETERSBURG, FLORIDA 


City of U. S. in 
TH 

128 POPULATION 
(100,234 City Zone) 


City of U.S. in 


48" 
DRUG STORE SALES 
| ($9,903,000 in 1947) 


S:. Petersburg residents and 
Vsitors spent $120,577,000 in 
retail purchases during the 
ycar 1947. One dollar of every 
>!2 was spent for drugs and 
cosmetics. Are you getting 
your share of this volume? 


‘emember this—No out-of- 
‘on paper has as much as 400 
av rage daily circulation in St. 
Pe ersburg. The Times gives 

1 Yo: complete coverage in this 
m rket, Florida’s Fastest 
G: »wing City. 


S'. PETERSBURG, FLORIDA 


DALY — TIMES— sunpay 


Represented by 


THEIS & SIMPSON, Inc. 
Ye. York e Detroit ¢ Atlanta « Chicago 
V J. Obenauer, Jr., in Jacksonville 


Carl Dennis Heads 
Erwin, Wasey of Canada 


Carl D. Dennis Jr., formerly as- 
sistant to the president of Cock- 
field Brown & Co., has been named 
managing director of Erwin, Wasey 
of Canada Ltd. Mr. Dennis has 
been prominent in sales and adver- 
tising capacities in Canada for 20 
years, and will make his head- 
quarters in Montreal. 


Cole Appoints English 

Grant English, formerly produc- 
tion manager of Hoefer, Dieterich 
& Brown, San Francisco, has been 
named production manager of L. 


C. Cole Co., San Francisco. He is 
succeeded at HD&B by Peter Lo- 
Bianco, assistant art director. 


Conde Nast Offers Discount 


Effective with the January, 1949, 
issues, there will be a combination 
discount of 5% on equal units of 
advertising space placed in Glam- 
our and Vogue, Conde Nast publi- 
cations. 


Russell Appoints Carpenter 
Lansing T. Carpenter, formerly 

general assistant director of public 

relations of the United States Rub- 


ber Co., New York, has been ap- 
pointed director of advertising and 
public relations of Russell Mfg. 
Co., Middletown, Conn. He succeeds 
G. Norman Robinson, who has re- 
signed. 


Waterman to Postpone 
Ad Claim, FTC Reveals 


The FTC announced Friday that 
there will be no more ads stating 
that Waterman’s blue-black ink 
writes three times farther than 


any other ink—at least until L. E. | 
Waterman Co., New York, con- 
ducts controlled tests to support its | 


29 
claim. The stipulation signed by 
Waterman promises that compari- 
sons are to be limited to facts 
“established by controlled experi- 


ments and limited to the number 
of inks comparatively tested.” 


431 S. Dearborn St., Chicago 5.1 linois 
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_ promnend by Revco Dope man The New fork Times S 


CERY PRODUCT BRANDS " 


9 
BY NEW YORK TIMES FAMILIES . 


ee hs, 


NOW AVAILABLE... 


A New Survey of Grocery Product Brands 


Purchased by New York Times Families 


Here is a survey to help grocery product manufacturers and their agencies plan 


more effective advertising and selling in the biggest market in the world. It reports 


brand purchases among 66 different packaged grocery products by New York 


Times families in New York City and its suburbs. 


The report is based on 3,775 replies to a questionnaire sent to 10,000 women 


readers of The Times...a return of 37.8 per cent. These women comprised a 


cross-section of 93,473 women who in the past year have written The Times re- 


questing booklets on food and other women’s interests. 


This report should be of absorbing interest and real value to every advertiser of 


packaged grocery products who seeks bigger and more profitable volume in this 


biggest of all markets... because it reflects the brand purchases of the families 


whose active buying has made The New York Times the top advertising medium 


in New York for 30 consecutive years. Send for your copy today. 


The New Pork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


NEW YORK: 229 West 43rd Street . 
DETROIT: General Motors Building . 


BOSTON: 140 Federal Street ° 
LOS ANGELES: Sawyer-Ferguson-Walker Company, 645 South Flower Street 


CHICAGO: 


SAN FRANCISCO: Sawyer-Ferguson-Walker Company, Russ Building 


333 North Michigan Avenue 
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Appoints Conner Agency 

King Sales & Engineering Co., 
San Francisco, labeling machine 
manufacturer, has appointed Con- 
ner Co., San Francisco, to handle 
its business paper and direct mail 
advertising. 


Poillon Joins Cairns 
Mrs. Travis M. Poillon, formerly 
with Deering-Milliken and Maur- 
ice Rentner, has joined the creative 
= John A. Cairns & Co., New 
ork. 


Runciman Appoints Aves 


C. H. Runciman Co., Lowell, 
Mich., has named Wesley Aves & 
Associates, Grand Rapids, Mich., 
to handle the advertising of Hall- 
mark pre-cooked beans. News- 
paper and point-of-sale advertis- 
ing will be used. 


Mayers Appoints Carter 
Richard Coxe Carter, formerly 
in the Hollywood office of Look. 
has been appointed publicity direc- 
tor of The Mayers Co., Los Angeles. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 


FOR ADVERTISING 


410 N. MICHIGAN AVE. @ 111 E. DELAWARE ST. 


‘Time’ Issues Book 
on Doing Business 
under Marshall Plan 


New YorK—Last week Time, 
Inc., sent 5,000 copies of “How to 
Do Business under the Marshall 
Plan” to top U. S. business men 
and government officials. Another 
3,000 copies went to Rep. Walter 
C. Ploeser, chairman of the House 
committee on small business, for 
eventual distribution to business 
men. 

The book was written by E. K. 
Gubin, Washington attorney, who 
had it privately printed. Time, 
Inc., worked with Mr. Gubin to 
bring it up to date, and produced 
it in paper-bound form. 

In its 142 pages it packs a heavy 
burden of information, specific de- 
tail on what is being bought, who 
is buying it, how it is sold, de- 
livered, financed and paid for. It 
discusses thoroughly the  pro- 
cedures of sales and contacts with 
both= foreign governments and 


companies, and with U.S. agencies. 


One appendix gives the text of the 
act, another country-by-country 
allocations, a third a list of ECA 
officials and regional Department 
of Commerce offices. 


Princeton Film Center 


Issues Catalog #11 


The Princeton Film Center, 
Princeton, N. J., has published its 
catalog No. 11, a compilation of 
the latest 16 mm. sound films. 
Copies may be obtained without 
charge by writing the film center. 

The catalog runs about 100 pages, 
is illustrated and features eight 
sections in which a wide variety 
of visual aids and entertainment 
shorts are listed. Persons request- 
ing copies will be placed on a mail- 
ing list to receive supplementary 
announcements of new films at 
regular intervals. 


Helms Succeeds Segersten 


Sherwin P. Helms, formerly as- 
sistant manager of the Puerto Rico 
office of McCann-Erickson, San 
Juan, has been appointed manager 
of that office succeeding Leslie 
Segersten, who has returned to 
this country on sick leave. 


/ 


Also stands for ‘‘Box Of- 
fice,’”’ which in show busi- 
ness means admissions 
bought and paid for! 


In publishing business it represents the num- 
ber of paid subscribers who PAY for what 


they WANT! * 


Only Papers With All-Paid 
Subscribers Can Boast These 
Hall Marks of Quality! 


—no successful show depends 
on “passes” for an audi- 
ence 


—no successful publisher need 
give away circulation if he 
really has something to sell! 


*Automotive News renews 85.3% of its more 


than 35,000 


circulation; 


92% direct-by- 


mail, at $8 per year or $14 for 2 years. 


The Newspaper of the Industry 


Automotive News 


am 


DETROIT 
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(F SOAP ig « Thy Amazing Wondra! 
700 ORYING 


nee aome \) New Facial Cream That 
woo , Goth Washes and Creams 


vector & 


p esas peer 


DOES BOTH—Procter & Gamble Co, 
Cincinnati, is using a few newspaper ad; 
like this full page in the South Bend 
Tribune to launch a new Wondra facic! 
cream that “washes and creams.” Dan 
cer-Fitzgerald-Sample is the agency. 


Nash Plans Biggest 
Campaign in History 
for New ‘49 Cars 


ening of orders, of course, but Nash 
Motors division will introduce its 
new 1949 automobiles late this 
month with an advertising cam- 


previous program. 
The extensive ad_ plans, 
N. F. Lawler, director of advertis- 


high levels.” 

The introductory campaign will 
_ include copy in 1,200 newspapers 
|}in 1,093 cities, ranging from 1,500 
| lines in major cities down to 600 
| Sune in smaller communities; 
spreads and four-color covers in 
national magazines; more than 
7,000 outdoor posters in nearly 
| 1,200 cities; radio spots, and co- 
| operative newspaper advertising 
| by Nash dealers throughout the 
| country. 


s In addition, Nash has signed to 
sponsor the entire CBS network 
coverage of the presidential elec- 
tion returns Nov. 2. The all-night 
election returns will follow by only 
a few days the first announcement 
of the “drastically new” 1949 cars 

The newspaper series will an- 
nounce public showing of the new 
line in dealer showrooms, wil! 
picture the car, and will describe 
its “revolutionary features,” Mr 
Lawler said. The newspaper phase 
of the campaign will cover a two- 
month period. Magazine copy, 10 
continue through the remainder of 
the year, will use a format he 
characterized as “more aggressive 
and effective than any magaz:ne 
advertising in Nash history.” 

Outdoor advertising will feat ire 
the new Nash Airflyte. Until ‘he 
actual announcement date, the cul- 
rent outdoor campaign, empha iz- 
ing Nash owners’ “pride of } 05- 
session,” will be continued. R: 40 
spots will reach a peak on the a’ 
of the car’s first public appeare ice 
and will continue through the 1- 
nouncement period. 

Geyer, Newell & Ganger, | e“ 
York, handles the account. 


SSC&B Appoints Two 


Sullivan, Stauffer, Colwel & 
Bayles, New York, has appoi te¢ 
Arthur Pardoll, formerly © ith 
Young & Rubicam, as radio  ™ 
buyer, and Timothy Healy, p: v 
ously with Kenyon & Eckhard *® 
manager of the research dey ' 
ment. 


Ceder Buys McGuire Age 1‘! 


Ceder Advertising Co., St. J 2 
has purchased the E. J. McC uw 
Advertising, St. Paul. The 
Guire agency has been heade » 
Leonard Kaercher for the pas 5” 
years. 


Detro1it—There’s been no slack- [ 


— 


paign twice the size of the largest | 
said | 
ing, “are aimed at keeping today’s | 


unprecedented popular demand for | 
Nash cars and service at continued 
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‘Reader's Digest’ 
16th Overseas Issue 
Started in Italy 


PLEASANTVILLE, N.Y. — Reader’s 
Digest has reported some of the 
news about its far-flung inter- 
national editions, including the 
fact that the Italian edition, 
Selezione dal Reader’s Digest, 
kicked off Oct. 1 with a starting 
print order of 240,000. 

Das Beste aus Reader’s Digest, 
the German edition, got under way 
Sept. 1 with a starting print order 
of 300,000. It was 20% sold out on 
its first day in Switzerland, 60% 
sold out after two days in 
Germany. It was the 15th overseas 
edition to go into operation, the 
RD’s second in an enemy country. 
(Japan got an edition in June, 
1946.) 

Otherwise, the first large Web- 
endorfer press—a complicated web 
offset four-color job—arrived in 
Argentina, is now being assembled, 
and perhaps the February issue of 
Selecciones will be printed on it. 
A smaller press is in Cuba, one- 
third the size of the big Argentina 
model, and designed for two-color 
work instead of four-color. The 
September issue of Det Basta, pub- 
lished in Sweden, is the first of 
the Scandinavian editions to get 
a four-color picture cover. 

Based on circulation against 
literacy, the Digest figures that 
total international edition circu- 
lation is about half that of the 
U. S. edition, while there are four 
times as many literate people 
living in the countries covered by 
overseas editions as there are in 
the U. S. If the international 
editions were to attain a ratio of 
sales equal to that of the U. S. 
editions, they would reach a circu- 
lation of more than 30,000,000. 

Net paid sales of the Australian 
edition rose from _ 157,688 in 
January to 183,646 in June. With 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ences in that interesting book 
“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Pub- 
lishing Company — is none other than 
James H. Seticon. 


The size of this book is 6% x 9%4— 
It is bound in a beautiful green 
simulated leather with title and sub 
title printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
oa front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library. 
$] 00 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, IIl. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago 11, Il. 
Gentlemen: 

Ple.se send me....copies of “Teacher 


of usiness”. Enclosed is $........ ‘ 
Se eee eee 
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the October issue, the Australian 
edition will offer a circulation net 
guarantee of 200,000 to its adver- 
tisers—a gain of 27% in the past 
nine months. 


Nowadays Names Little 


Paul H. Little, formerly adver- 
tising director of National Re- 
tailer-Owned Grocers, Inc., and 
editor of its official publication, 
“The Co-Operative Merchandiser,” 
has been appointed merchandis- 
ing manager of Nowadays, Inc., 
Chicago, which will soon launch 
a new newspaper magazine section 
in the Midwest. 


Dr. Hadley Joins Starch 


Dr. Howard D. Hadley, formerly 
instructor in psychology at Syra- 
cuse University, has joined Daniel 
Starch & Staff, New York, as 
technical consultant. 


Joyce Wins Trademark Suit 
The trademark infringement case 
brought by Joyce, Inc., Pasadena, 
Cal., against Royce Shoe Co. Ltd. 
and Morris Troster of Montreal, 
has been decided in favor of Joyce. 
The defendants have been re- 
strained from further use of the 
trademark “Royce” or “Roye” on 
shoes or similar articles and were 
ordered to eliminate the word 
Royce from their corporate name 
and from all merchandise on hand. 
The defendant’s name will be 
changed to Corey Shoe Co. Ltd. 


Thomas Retires From Forbes 


Ralph W. Thomas has retired 
from the Forbes Lithograph Mfg. 
Co., Boston, as executive vice- 
president and general sales man- 
ager. John B. Osborn, vice-presi- 
dent in New York, has been named 
vice-president and general sales 
manager. 


wool THE 1-3 POCKET 2ucay, Ts 


Over 37,000 circulation, in- 
cluding 25,000 oom and 2515 


city association officials. The only 
magazine with 100% coverage of 
5336 certified Bowling establishments 
2 Bowling market, wide open after 
four years, produces $29! ,000,- 
00 annuall ree times as much 
as pro baseball. 


_ Write for our latest rate card today. 


f 2200 NORTH THIRD STREET 


THE BOWLER'S MAGAZINE MILWAUKEE 12, WISCONSIN 
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Industry or Farming—The "Chicken or the Egg’”—Washington, 
Mo., merchants believe firmly that with cooperation between them 
there always will be plenty of both. . . .Washington, the largest 
city in the third largest county in Missouri, is situated in the heart 


poultry and egg producing area in the state. The 
fourth in cream and butter fat production and first 


in Grade A milk production among counties in the St. Louis 


watershed. 


advertising in 


Industry booms in Washington also. Fourteen manufacturing 
plants have more than 1,900 employees and an annual factory 
payroll in excess of $3,000,000. 


Washington, Mo., merchants take their farm trade seriously. They 
work as a unit to help the 15,000 farmers in their trading area 
farm better and live more comfortably. They realize that this effort 
pays off in trade and profits. 


As a group, they advocate the purchase of branded merchandise. 
Their stores are filled with the goods which are seen most often 
in the advertising columns of farm publications. 


“Especially in Missouri Ruralist,” is the testimony of Bert 
Wehmueller, Washington hardware dealer. “I know that I can 
move the lines which receive the steady, valuable readership 


Missouri Ruralist delivers.” 


It is indeed significant that Missouri Ruralist fits into the com- 
munity thinking and action in this manner. The fact that 
edited specifically for Missouri farming problems and charac- 


it is 


teristics gives it the local influence that means dollars to the mer- 
chants of every Missouri farm trading center. 


CAPPER PUBLICATIONS, INC 


Son Francisco, Konsas City, ond Topeka, Konsos. Editoriol office: FAYETTE, MISSOURI 


offices ore in New York, Chicago 
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Complete weekly section devoted exclusively to food! 


A NEW POWERFUL MEDIUM It’s new. It’s exclusive. It’s powerful—with more than 600,000 food- 


shopping families reached every week with an expertly edited, completely self-contained, pull-out 
food section. 


OPENING UP NEW MARKETING POSSIBILITIES Uncovered food markets in Chicago? Certainly. 
The way to reach them is in this sharply focused food magazine section, carried by the paper that has 
proved it moves the goods to a widespread, heavy purchasing feminine audience. 


WITH ECONOMY FOR THE ADVERTISER The greater efficiency of the tabloid page, highest visi- 
bility, less attention competition, with more dominance for smaller ads is available to you in this 
new section at one of the lowest milline rates for newspapers in America. 


MORE THAN 200,000 HOME DELIVERED 


HERE’S THE PICTURE! 
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672,848 daily . 
602,903 city and = SS he “a 


retail trading zone 
200,000 HER.-AM. 


home delivered 


Sy] RETAIL TR. ZONE 


By 85,363 CITY 


(Based on ABC Publisher's statement 
for period ending Mar. 31, 1948) DAILY NEWS 
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@ Just like a complete magazine. 
Lifts right out of the center leaving 
Pop contented with the balance of 
his favorite paper. Becomes ready 
reference, marketing check-list for 
all week-end shopping. 


— 


EXPERTLY EDITED! 


Complete coverage of food 
features and news, edited by 
Martha Reynolds, one of the 
top newspaper personalities 
in the field of home economics. 
Backed by 15 years experi- 
ence and a staff of experts. 


EXCLUSIVE! 


Only complete pull-out section 
in Chicago devoted exclu- 
sively to food. Delivers new 
markets that can’t be reached 
through any other existing 
medium at these low costs. 


PACKED WITH FRESH STIMULATING FOOD FEATURES 


TIMED TO PURCHASING PEAKS! 


Breaks in late Thursday edi- 
tions. Offers the full home- 
impact of 200,000 home 
delivered circulation. Runs 
through Friday morning edi- 
tions. Effective for entire 
week-end shopping period. 
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Thermocor Expands 
Production of Its 
Spot Remover Kit 


CINCINNATI—Thermocor Prod- 
ucts, Inc., a little giant of Cincin- 
nati’s chemical industry, is setting 
its sights on national distribution 
its T-P 
emergency spot remover kit. 

The kit, composed of six bottles 
of chemicals for use in the home, 
office or factory, was placed on 
the market ten months ago and 
now has distribution in the Mid- 
west, California, New York and 
New Orleans. Radio promotion is 
being tested in the St. Petersburg, 
Fla., area and this medium will be 
added in other markets if it proves 
successful. 

Magazines and newspapers will 
be used to push sales of the kit 
when national distribution is 
achieved. Small test ads in Better 
Homes & Gardens and House 
Beautiful have already brought in 
a greater number of returns than 
was anticipated, the company de- 


- clared. 


@ Merchandising of the product 


om, WH | 


has included both large and small- 
space newspaper ads, some in two 
colors, and window and counter 
displays for retailers. From 40 to 
50 department stores in the Mid- 
west now handle the kits, officials 
say, and production has reached 
50,000 or more units a month. 

The T-P kit employs the pro- 
fessional dry cleaner’s techniques 
of spot removing. Typical copy, 
offering the kit at $1.79, claims 
that the product “saves $50 to $100 
cleaning bills.” Each bottle is labo- 
ratory tested, consumers are told, 
and is “guaranteed safe for fab- 
rics.”” The kit includes formulas 
for the removal of different types 
of spots and stains on various 
fabrics. 

Thermocor, whose president is 
Chester Eaton, admits responsi- 
bility for the popularity of the 
ubiquitous plastic bubble. That lu- 
crative “flash” product, said Mr. 
Eaton, reached sales of $50,000 
for a single month. Thermocor 
also has developed such diversified 
chemical products as baby lotion, 
synthetic tarnish for coating sil- 
ver, and an industrial draw coat- 
ing. 

The company also engages in 
packaging and other work for 
patent holders without manufac- 
turing facilities. A product devel- 


-PLAN 


to Help You Sell 
Your Products to Industry 


If you are interested in reaching 
the industrial market, you'll find 
the new, revised ‘‘|EN PLAN” 
filled with factual data that will 
help you. 


It tells you the complete edi- 
torial, circulation and advertis- 
ing story of INDUSTRIAL EQUIP- 
MENT NEWS. 


But it is more than a promotion 
piece. It is, as its name implies, 
a plan for reaching the rich in- 
dustrial market on a budget as 
low as $110 a month. 


May we send you your copy? 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 

461 Eighth Ave., New York 1, N. Y. 
BOSTON « CHICAGO « CLEVELAND 
DETROIT * LOS ANGELES ¢ PHILADELPHIA 
PITTSBURGH 


oped from this phase of the busi- 
ness is a toy penguin which, when 
pushed along, makes all the gyra- 
tions of that Antarctic bird. 

Thermocor’s plant is located in 
Erlanger, Ky., while executive 
offices are maintained in the Carew 
Tower here. 


Gets Button Account 


Bailey, Green & Elger, New York, 
button manufacturer, has ap- 
pointed Monroe F. Dreher, Inc., 
New York, to handle its advertis- 
ing effective Jan. 1, 1949. 


Baarlear to U. S. Display 

J. L. Baarlear, head of the Cin- 
cinnati Typesetting Co., has been 
elected president of the recently 
formed U. S. Display Corp., Cin- 
cinnati, which specializes in de- 
signing and manufacturing of all 
types of advertising products. 


Steinheimer Joins Wilten 

Leoda Steinheimer, formerly ad- 
vertising director of Rosenthal 
Ackerman Millinery Co., will join 
Marjorie Wilten, Advertising, St. 
Louis, Oct. 15 as executive assis- 
tant to Miss Wilten. 


Burnett Appoints Palaith 


Herbert E. Palaith, formerly with 
Schlitz Brewing Co., Milwaukee, 
in field merchandising and point- 
of-sale operations, has been named 
merchandising account executive 
of Leo Burnett Co., Chicago. 


Butler Brothers Names Two 
E. Tanner Johnson, manager of 
the New York buying office, has 
been named special assistant to 
W. L. Smith, vice-president and 
director of merchandising of But- 
ler Brothers, Chicago. Robert B. 
Freeman, formerly general mer- 
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chandise manager of the home 
fashions division of the Nashua 
Mills and Textron, Inc., has been 
appointed merchandise manager 
and executive head of the New 
York ready-to-wear and soft lines 
buying offices of Butler Brothers. 


Ohio Dems Name Agency 


Ohio Advertising Agency, Cleve- 
land, has been named by the 
Democratic state executive com- 
mittee to handle the radio, tele- 
vision and newspaper promotion 
of Frank J. Lausche, Democratic 
candidate for governor. 


Pictured here are some of the men 


who have contributed, by word or 
deed, to the new October issue of 
Fortcne. 


Elliott Bell 


Mr. Dewey’s economics 


Cyrus Eaton 
The people's financier 


FORTUNE’S Roper — 
It’s all over but the oathing 


— I appease 
ch es ee ~ ee 


Henry Kaiser 


The people’s industrialist 


William Orten 


“Business and Ethics’ 


R. C. Leffingwell 
“How to control inflation” 


- 


J. Robert Oppenheimer 
Discontent among the scient sts 


a 


K. T. Keller 
His business strategy 
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B&B Appoints Three 


James M. Vicary, former head 
f his own research company, has 
een named in charge of copy re- 
earch of Benton and Bowles, New 
‘ork. Elizabeth Scofield, former 
ishion and beauty editor for ra- 
io publicity at Young & Rubicam, 
has joined the publicity writing 
and promotion staff, and Robert 
Hakken, formerly in the sales pro- 
otion and merchandising depart- 
ment of the Plymouth division of 


the Chrysler Corp., has joined the 
agency as a copywriter. 


Four to Inland Newspaper 


Inland Newspaper Represen- 
tatives, Inc., New York, has been 
appointed to represent the Bulle- 
tin, Blackfoot, Ida.; Daily News, 
Brookfield, Mo.; Tribune, Dillon, 
Mont., and Sentinel, Woodstock, 
Ill. 


Weinreich Names Agency 


Weinreich Brothers Co., New 
York, creator of Marvella pearls, 
has placed its advertising with 
Alfred J. Silberstein, Bert Gold- 
smith, Inc., New York. 


‘Coronet’ Will Give 
$10,000 in Prizes 
for Merchandising 


New YorK—Coronet will con- 
duct a $10,000 merchandising com- 
petition in 1949 based on the most 
successful promotions tied in with 
an advertiser appearing in the 
magazine in any issue or issues 
from January to December, 1949. 

Next year the competition will 


be expanded from the department 


and specialty stores classification, 
conducted this year in cooperation 
with the Formfit Co., to food, spe- 
cialty, drug, department, jewelry 
and appliance stores. 

Twenty-three prizes will be 
awarded, according to William L. 
Fort, Coronet advertising director. 
First prize is $2,000 in cash to the 
retailer, plus possession for one 
year of the Coronet trophy. Sec- 
ond prize is $1,000, and third, $500. 
There will be ten prizes of $100 
and ten of $50. In addition, a 
bonus prize of $1,000 will be 


With the October issue, FORTUNE initiates a new editorial 
program, charts a new editorial direction, makes a new 
editorial commitment. 


The new commitment is based on two convictions: 


That American Businessmen recognise that American 
Business Enterprise is becoming one of the great decisive 
factors in human history, with widening opportunities for 
achievement, deepening responsibilities and dangers. 


That, to meet the needs of the coming decade, FORTUNE 
must extend its-editorial program to report fully the facts 
of business today and to show their relationship to the ever- 
widening circle of a businessman’s interest. 


The October issue points the new direction. 


An 


“Learn to think like a man of action—and act like a man of thought.” 
In the American business scene today, there’s plenty of action—and 
plenty of thinking, too. This new October issue of Fortune reflects both 
and, we hope, contributes to both. 


*‘How to Control Inflation?’’ This surely, next to war, is 
the subject most in the minds of American businessmen. If anyone 
knows how it can be done (in America), it is Russell C. Leffingwell, 
Chairman of the Board of J. P. Morgan. We are privileged to present 
in this issue, Mr. Leffingwell’s mature and responsible conclusions on 
this subject. 


What actually will be done as to inflation and as to all questions of 
public policy depends, to a large extent, on the convictions of Thomas 
E. Dewey, now running for President. Fortune’s distinguished poll- 
taker, Elmo Roper, has announced that, insofar as anything is certain 
in human affairs, the election of Mr. Dewey is certain Proceeding, 
therefore, on the all-but-certain knowledge that Mr. Dewey will soon 
be in the White House, Fortune presents in this issue an authoritative 
summary of Mr. Dewey’s Economics. This was based on interviews 
not only with Mr. Dewey himself but also with the top members of his 
famous “team.” In this examination, the key figure is the brilliant 
Elliott Bell. 


Men propose, by their thoughts or theories, but God (or fate) dis- 
poses. And so you will find that the October issue by no means confines 
itself to the thinking—even of the wisest. The course of actual events 
is also portrayed realistically. In the front of the magazine, the reader 
will find a big and wholly new department, The Business Roundup. 
In this section, based on exclusive reports from Time Inc. Bureaus and 
special correspondents at home and abroad, the recent course of the 
American economy is recorded with accent on signs of equilibrium . . . 
new shortages in scrap and power . ... surpluses in farm products, tex- 
tiles and money . . . Berlin’s influence on business . . . news of corpora- 
tions, new products, new techniques. 


Throughout the entire issue FortuNer’s coverage of Business spreads 
out to report on a dozen other interesting current situations. One article 
probes recent Doings at Chrysler, and finds President Keller now 
ready and eager to play his own game in the Big Three Stakes . . . An- 
other relates, blow-by-blow, the feud of the decade, the rapidly climax- 
ing tussle between the People’s Industrialist (Kaiser) and the People’s 
Financier (Eaton) ... From a study of Small Business, we find that 
U.S. Enterprisers today are at an all-time (3,500,000) high. And from 
out of the blue comes the story of “‘The Magic Circle.”’ 


While the range and variety of Fortune’s business subject-matter is 
broadened, the reader will also find that he can concentrate intensely 
every month on certain key sectors, to be covered regularly in new de- 
partments, notably LABOR, LAW and TECHNOLOGY. These, to be 
sure, do not represent all of the important phases of our American eco- 
nomic life, but by any reckoning, these subjects are of vital importance 
now and for the future. In the LAW Department, for example, an able 
young lawyer tells us why lawyers are everywhere in business—and we 
might as well like it. 


We have been speaking of Fortune's new assignments and new ap- 
proaches. But to our minds, never in its history has Fortune tackled 
a more interesting and important subject than the Mechanization of 
the Farm, which might seem an old and twice-told story. Yet we 
found that the facts of 1948 have not been told, and are revolutionary. 
There is more mechanical power on the farms of America today than there 
is in all the factories in the country. This striking fact, revealed in 
Fortune's study, is but a symptom of the fast-developing revolution 
in food production. In this exploration of the impact of the new sciences 
of food production on the economy, we believe that Fortune has 
pointed a new U.S. direction. 


Business does not exist in a world by itself. It is necessarily related 
to all other modes of thought and action. This relatedness is dealt with 
in “*Business and Ethics’’ by Professor William Orton, sage and 
pungent author of “ The Liberal Tradition. In the **Men of Science,”’ 
the first of the new Fortune “group profiles,” Fortune shows 
scientists moving out of their laborator‘es into the arena of politics and 
the world economy. The story singles out the leaders—Oppenheimer, 
Seaborg, Robertson, the Coris and others—as individuals and as a 
group, to worry with them over their problems, their pay, their future, 
their state of mind. For science as a profession is in a crisis that reflects 
the crisis of modern times as deeply as any other preoccupation of man. 


The October issue, we believe, reveals the inclusive char- 
acter of our new assignment. It is, in a very real sense, a 
new venture in journalism. 


Month by month, as the editorial program develops, inte- 
grating the thought and action of business today, we fore- 
see a FORTUNE of more immediate utility, with a broader 
mission, of greater value to the leaders of American Business 
Enterprise. 


| IME INC., PUBLISHERS OF FORTUNE, 350 5th AVENUE, NEW YORK 1, N.Y. 


35 
awarded to the retailer with the 
best series of three or more tie- 
in promotions with a Coronet ad- 
vertiser in 1949. 

Each advertiser in Coronet will 
be given an unlimited supply of 
entry blanks which can be mailed 
or given personally to retailers. 
Mr. Fort said that the 1948 con- 
test drew more than 600 store 
tie-ins with Formfit’s Coronet ad- 
vertising. 


Starts Regal Flour Drive 


A new campaign has broken in 
dailies, weeklies and farm papers 
throughout Quebec Province and 
the Maritimes for Regal flour, 
milled and distributed by the St. 
Lawrence Flour Mills Co., Mon- 
treal. The consultation service of 
Marie Roy, director of the Regal 
home economics bureau, is offered 
through this series of ads. James 
Fisher Co., Toronto and Montreal, 
is the agency. 


O’Brien Agency Moves 
O’Brien Advertising Ltd., Van- 


offices at 928 W. Pender St. 


Local advertisers base their adver- 
tising on RESULTS ... and in the 
highly competitive Peoria market, 
local retailers buy more program 
and announcement time by far on 
WMBD than on any other Peoria; 
station. Here’s why... 


G@® SHARE OF AUDIENCE 


Greater than all other Peoria sta- 
tions COMBINED! (Hooper Peoria 
Ill. Fall-Winter Report. Oct., 
1947 - Feb., 1945). j 


Full staff orchestra ... 4 veteran 
néwsmen .. . 23 other program’ 
personalities presenting 14 hours 
live entertainment weekly. Total 
staff of 65 trained personnel. 


MERCHANDISING 


FULL SCALE! 70 Announcements 
weekly . .. newspapers... car: 
cards... displays . . . direct mail: 
+ « « merchandising publication. 


GD NEW FACILITIES 


New AM and FM power (5,000 
watts AM with 20,000 watts FM 
at no extra cost) . . . increased 
coverage ... new, modern theatre 
& studios. 


ASK FREE & PETERS 


cee 
CBS Affiliate © 5000 Watts ae 
Free & Peters, Inc., Nat'l. Reps. 


couver, B. C., has moved to new ' 
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‘Stop the Music’ Producer 
Explains Popularity to FCC 


watchbands, 


* 


WASHINGTON — FCC’s campaign 
against radio’s giveaways has 
turned up at least one bit of in- 
formation which may be of popu- 
lar interest: Those who wish can 
go right on listening to Fred Allen 
on Sunday evenings without di- 
minishing in the least’ their 
chances at “Stop the Music’s” 
popcorn machines, 


By STANLEY E. COHEN, Washington Editor. 


Hudson sedans and _ associated 
trinkets. 

An ABC brief recently deposited 
in the commission files reveals 
what many must already suspect 
(or know unofficially via the 
grapevine)—that “Stop the Music” 
contestants are called in advance, 
and advised to be near their tele- 
phones with their radios turned 
up loud. 

A separate brief by the pro- 
gram’s producer, Louis G. Cowan, 


Inc., tries to dispel FCC’s notion 
that giveaways achieve popularity 
by appealing to “the human specu- 
lative proclivity.” 

Noting that 99% of the “Miss 
Hush” audience failed to make the 
contribution which would estab- 
lish their eligibility to compete, 
he says that giveaways are popular 
because the listener enjoys identi- 
fying himself with the participant. 

“He can feel superior when the 
contestant misses a question to 
which he knows the answer; he 
can sympathize when the contest- 
ant misses an answer which would 
have stumped him, and he can ad- 
mire a successful contestant who, 
after all, is not particularly differ- 
ent from himself.” 

ak * * 


That special income study of the 


District of Columbia showing that 
half the families here have in- 
comes exceeding $4,200 (AA, Oct. 
4) is valuable grist for the sales 
promotion execs of Washington 
newspapers and radio stations. 
The Washington study cost less 
than $10,000, and provided.a vivid 
picture of sales. potentialities. 
Census Bureau can be induced to 
make similar studies for other 
communities where money is of- 
fered and local officials file the 
request. 
* on ak 

Commerce Department’s pulp 
and paper experts say the paper 
market has finally emerged from 
chaotic wartime and postwar con- 
dition. Virtually all kinds of paper 
are now becoming freely available. 


The newsprint spot market has 


The Star se 
Delivers ¢ - 


Media Records 
Retail & General 


in Washington, D. C. 


es «6 
eo. 


The Grocery Business 


Than Any Other Washington Paper: 
More Grocery Advertising 


o“- oe es - 


Grocery Lineage 1947 Ist half 1948 & "4 
Star 2,443,021 1327792 | i 
Paper No. 2 1,937,836 1,018,965 e, 
Paper No. 3 1,476,142 767,570 7 
Paper No. 4 309,170 134,634 


The Washington 


Star 


Evening and Sunday Morning Editions 
Represented Nationally by 


DAN A. CARROLL, 110 E. 42nd St., NYC 17 
THE JOHN E. LUTZCO., Tribune Tower, Chicago 11 


_ing 
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settled to $160 to $170 a ton, down 
from $200 to $300 a ton a feu 
months ago. Government experi- 
ence confirms their optimism. Not 
long ago the Government Printing, 
Office had to use every persuasior 
at its command to secure supplies 
needed for official printing. But 
when bids were opened recentl, 
for the government’s fourti 
quarter requirements, a_ record 
31 firms were participating and 
prices ran nearly 3% below th 
going market. 
* * * 

Sen. Charles Tobey’s fight t 
keep Textron, Inc., in Nashua, N 
H., suggests a Republican legisla- 
tive drive next spring which couk 
be even more unpleasant for the 
South than the present adminis- 
tration’s civil rights program. 

Predominantly Republican states 
like New Hampshire are demand- 
ing protection against low wage, 
low tax southern states which 
have been attracting northern in- 
dustry. A Republican-controlled 
Congress next year would be 
strongly pressed to force through 
a higher national minimum wage, 
and to curtail federal spending for 
southern power development. 

* * * 

Paul Hoffman’s stock jumped 
upward last week after he showed 
the guts to turn away a congres- 
sional delegation which was de- 
manding that his Economic Co- 
operation Administration buy up 


sizable quantities of tobacco for > 


shipment to Europe. Without 

wasting too many words, he said 

that the Marshall Plan involved 

more fundamental objectives than 

a subsidy for the tobacco planters. 
* oo ea 


In the event of a depression, 
Veterans Administration will prob- 
ably become the nation’s No. | 
landlord. It holds the mortgages 
of thousands of ex-G.I.s who have 
assumed obligations which make 
no sense by any standard of ortho- 
dox family budgeting. But thou- 
sands of ex-G.I.s could not be put 


on the street in the event of af 


depression, so present VA think- 
indicates the government 
would repossess the properties, 
but wherever possible let the ex- 
G.I. remain as a tenant. 

% m m 

For an example of an alert trade 
association tie-in with the govern- 
ment’s Research and Marketing 
act, consider the training program 
for food retailers now being car- 
ried out by the United Fresh Fruit 
and Vegetable Association under 
contract with the Department of 
Agriculture. Since November, 
1947, more than 5,800 persons 1 
34 cities have attended classes 
conducted by the association in an 
effort to reduce waste and spoilage 
in the handling of fresh fruits «nd 
vegetables, increase sales, and pro- 
vide consumers with better qua'it! 
products. 

* *¢ & 

Looking for a new product idea’ 
The marketing division of Com- 
merce Department’s Office of Do- 
mestic Commerce will pubis! 
some time this month a list of e¥ 
product ideas for manufacturers 
of food equipment, products an 
processes. The listing was 
gested by Gustav A. Larson, « !V!- 
sion staff member, on the bas 5 0! 
his experience in preparing 40 
other new Commerce publica 10? 
“Introducing New Products.” M! 
Larson discovered that many ')uS! 
ness men lack any system 1 
digging up new ideas, so he 1! 
duced Commerce to comb ove? 20! 
publish some of the best idess % 
file at the Patent Office. 


, 
ug- 


Oe Te OI 


OUR BUSINESS Is THE HANDLIN © 
PREMIUM and CONT 5! 


Responses 
FREE 16 PAGE BOOKIL'' 


a ecto Activities 1 


apolis 
beer; 


« The 
—272 
ford, 

Oklah 
educa’ 
ington 


AN 


A&8O 


“ = ee 
| TW ele | | | 
ie 2 ® a) « 
3 i Se a: = 
: Po . -ee fe jv 68st , g , &, e& je | 
o 
ed - —EEE 
A Oe = 
bak | eee ees: NI 
a . ee : ees de 
oe ‘ : ae ag - 4 di: 
' os , z ’ | a 3 a a % 2 i ple 
« : Tee a eecee aaah - 
; os ; ate N 
4 ‘ eat * ‘ 
| MW A=2-* = at 
&§ . eS" F a g of 
. ; - 5 : 5; ‘ e, cide 
7 | ak gu Be 
' Wy A : fm broa 
: = ae al me nati 
se = : idve 
: ‘® - : basi 
x : } TT that 
: , 4 i whic 
ik 4 C whol 
Pes Z es 
a N, 0 a Ne 
: 5 a ASHINGTO an * 
— : 4 differ 
Ry * ge in On 
‘ ge ais pala as math F 
F a . ym gf 1440 a 
- : Ny re ae 
° b . : : q >. ee k 
3 <— caky 2 ee se . eee oe 
| A — | sy c— 
% ; ‘ yy ue Kin _ A é, . > si 4 n <2 @ | 
eich’ — 6! ae =. » ra SS ee ‘ [ 
: & oe : < a 1 it j : x ro Ve f ed es: 3 ‘a a” D* » f 4 WNUTE 2 
; ¢ a ue r e * j ‘3 OANA 3 TROD. 
: 40 wan Epes : a 3 ‘Be nak 7 \ 
4 ad ‘a ; Tage a ~ a { y 4 ot 
_ ge CY a -. = ie 2, . De — | 
, f Ae SS ‘ : x , ; 2 é yes  & : F , ait ; re fae - —- ret Da 
fj - ?*y . eae Er aa : 4 eee p= sf t ze 
: A f. ey a? A Dee i os id df . = 2 ‘ ." a ee “¢@ Pt | tat 
| ; oe 60hllU > se A we 4 — \ A] } Al | bay 
| Pe bee so “ ; e ’ as ~ ail +S ai ee bee, l This 
a Ae * AT —— hr ae wail fi | why 
i oe : 2) rs ee Wen gat tae ae jek 
| Bee | Se Se = || oe fim 
: — ¢ ae: j= * “ siakomaneailll ay Ay Leo SPLIT PEA Soup ee *Ap 
_ . a | om onde EE se 
Aina i | Leex 
_ ) : whe 
a. re 


Advertising Age, October 11, 1948 


4S an illustration. Local disc jock 
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EXTRA 


Buying Power 


Alert Advertisers Select Syracuse 
For Above Average Sales Returns 


For every dollar’s worth of goods sold 
nationally, Syracuse offers a purchasing 
potential of $1.26! Sales Management’s 
current survey of buying power proves it. 
Here’s a big market . . . a consistently 
high-quality market . . . a strategic market 
for expanding sales. By virtue of its self- 
sufficient agricultural-industrial economy, 
this market makes an excellent testing 
area, maintaining a healthy average buy- 
ing income as compared with state and 
nation. 

Sales Management points out another 
significant fact! New York State families, 
in general, and Syracuse families, in par- 
ticular, accumulate, each year, the largest 
savings accounts of all families. Figures 
show that the average family could spend 
considerably more for retail sales! Here, 
then, is reserve buy- 
ing power ... buying 
power which can be 
harnessed for greater 
advertising returns 
and volume sales .. . 
by using the Herald- 
Journal... a results- 
getting medium in a 
proven market. 


SYRAC 


“ALL BUSINESS 
IS LOCAL” 


SYRACUSE 
HERALD-JOURNAL 


SYRACUSE, N. Y. 


SYRACUSE BUYING POWER SHOWS 
26% ABOVE NATIONAL AVERAGE 


National Representatives: Moloney, Regan 


EXTRA 


Selling Power 


Market Data Translated 


Into Actual Case Histories 


A recent survey by Media Records, Inc., 
covering newspaper advertisers in 105 
cities, reveals that the Addis Company 
of Syracuse, women’s specialty shop, is 
the largest user of newspaper advertising 
space in the women’s apparel store 
classification. The same survey accords 
Syracuse another special distinction by 
naming Wilsons’ Leading Jewelers Inc. 
as the biggest retail newspaper adver- 
tiser in the national jewelry field. 


What’s a Market? 


“Markets are people with money to spend.” That's 
how the Syracuse Herald-Journal (Daily) and the 
Herald-American (Sunday) reduces market data 
figures to a simple brass tacks method of market 
selection. 


“The greater the buying power, the greater your 
selling power. In Syracuse, as the Sales Manage- 
ment survey bears out, they're ready to buy AND 
national advertisers can best make them spend by 
giving their ‘buying ideas’ the penetrating market 
coverage delivered by the Syracuse Herald-Journal 
(Daily) and the Herald-American (Sunday).” 
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Video Networks 
Speed up Race 
for Affiliates 


New York—As television begins 
to rate more interest from the 
public and advertisers (and FCC 
freezes grants), competition 
among networks for the limited 
number of stations grows keener. 

The Columbia Broadcasting 
System has signed KLEE-TV, 
Houston, due on the air in Jan- 
uary, as a primary outlet, and the 
DuMont Television Network has 
picked up a West Coast affiliate 
in KTSL, Los Angeles. This 
station is owned and operated by 
the Don Lee Broadcasting System, 
whose AM stations are Mutual 
outlets. 

CBS, meanwhile, has announced 
a working agreement with WOIC, 
the Bamberger’ Broadcasting 
Service’s Washington station, 
scheduled for a January opening. 
In making public the arrange- 


ment, WOIC officials said the 
station, which, with its sister 
outlet, WOR-TV, is to be the 


nucleus of Mutual’s East Coast 
hookup, will maintain its status 
as the key Washington outlet of 
the Mutual television network. 


ws Numerically NBC has the edge 
on the competition. Of the 38 
stations now operating com- 
mercially, 14 are listed as affil- 
iates by NBC. In addition three 
others—WPTZ, Philadelphia; 
WBZ-TV, Boston, and WRGB, 
Schenectady—have working agree- 
ments with the network and clear 
time regularly for programs sold 
on the East Coast linkup. Six 
others will be telecasting by the 
end of the year. 

However, many video stations 
are playing the field and have 
made arrangements of one kind 
or another with several networks. 
WTMJ-TV, Milwaukee, is claimed 
as an affiliate by NBC and ABC; 
in addition, the station has a 
working agreement with CBS and 
plans to affiliate with DuMont. 
WEWS, Cleveland, and WNAC- 
TV, Boston, listed as affiliates by 
ABC, have working agreements 
with DuMont and CBS. Both ABC 
and NBC list WBAP-TV, Fort 
Worth, as an affiliate. 


How to Sell 


338,000 
BUSINESS LEADERS 


When you advertise in THE 
LION, your sales message is read 
by 338,000 business and profes- 
sional men — community leaders 
—in 6,200 cities and towns in 
every state and territory of the 
U.S., and in Canada. THE LION 
is the official publication of Lions 
International — members read it 
because it’s for and about them. 


Largest circulation in its field at 
lowest cost per 1,000 readers. Av- 
erage income of Lions is in $5,600- 
$6,500 bracket. A wonderful me- 
dium for travel service, books, 
automobiles, hobby and sports 
equipment, household appliances, 
etc. For a detailed report on the 
average LION reader, write for 
our brochure. 


( To reach a wealthy export market in) 
) Latin America, ask for data on EL , 
LEON, printed in Spanish, about, 
for, and edited by Latin Americans. ) 


THE LION MAGAZINE 


Room 358, 332 S. Michigan Ave. 


Chicago 4, Ili. 
Advertising Representatives: 
OS ee eee S. L. Feiss 
PPPSIVT TTT ee Burton H. Johnson 
0 eee Henry & Simpson 


CBS’ Baltimore affiliate, 
WMAR-TV, has a working agree- 
ment with DuMont. WSPD-TV, 
Toledo, an NBC affiliate, has 
working agreements with CBS 
and ABC. ABC in Philadelphia, 
WFIL-TV, has such an agree- 
ment with DuMont. 


s ABC now numbers its operating 
video affiliates at nine; three 
more owned and operated outlets 
—WXYZ, Detroit, on the air 
Oct. 9; KECA-TV, Los Angeles, 
and KOG, San Francisco—are due 
on the air by the end of the year. 
Six other stations not yet in op- 
eration have signed affiliation 
contracts with ABC. 

In addition to its owned and 
operated stations in New York 
and Washington, DuMont has a 
station building in Pittsburgh and 
applications pending in Cleveland 
and Cincinnati. Affiliation con- 
tracts have been signed with New 
Haven, Los Angeles and Chicago 
stations and working agreements 
with three others. 

CBS has three affiliates on the 
air— WCBS-TV, New York; 


WCAU-TV, Philadelphia, and 
WMAR-TV, Baltimore. Working 
agreements have been effected 
with two other stations now in 
operation and six others that are 
scheduled for a 1948 debut. 
Crosley Broadcasting, Cin- 
cinnati, may have a five-station 
video network, too, with purchase 
of the Louisville WHAS interests. 


Bendix Starts Canadian Drive 

Full-page copy in English and 
French rotogravure has opened a 
campaign for Bendix Home Appli- 
ances Canada Ltd., Toronto. Fol- 
lowing the import ban on United 
States appliances, the Bendix is 
now being made in Canada. Sub- 
sequent ads will feature testimoni- 
als from owners across Canada. 
The company plans to add Cana- 
dian magazines to the advertising 
schedule. The Toronto office of 
J. J. Gibbons Ltd. is the agency. 


‘Tide’ Advances Weintz 

Jacob F. Weintz, who joined 
Tide ten years ago, became ad- 
vertising director Oct. 1. He is a 
vice-president of Tide Publishing 
Co. 


Autos Now Priced 
Out of Mass Market, 
Morris Asserts 


New Yorx—Arthur J. Morris, 
pioneer automotive financier, has 
warned the automobile industry 
that it “faces the catastrophic pos- 
sibility of outpricing its mass con- 
sumer market.” 

Mr. Morris, chairman of the 
Morris Plan Corp. of America, ad- 
dressed the convention of National 
Used Car Dealers Association. 

Asserting that car manufac- 
turers must build an auto at a 
delivery price of between $1,000 
and $1,500 to retain the mass 
market, he suggested that the ve- 
hicle should be made smaller than 
present models if this is absolutely 
necessary to cut prices, which now 
range from $2,000 to $5,500 for a 
ear formerly selling at half that 
price. 

The bank executive character- 
ized statements of manufacturers 
concerning high backlogs of orders 
as an “organized propaganda ef- 
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fort to keep alive the seller’s mar- 
ket in the face of and in the teet! 
of honest facts. 

“I do predict that if the presen: 
prices and present conditions sur 
rounding that seller’s market con 
tinue without abatement, the en 
can be forecast and the result t 
the motor car industry may b 
catastrophic in its consequences, 
he said. 

In the face of these high prices, 
used car dealers have an oppor- 
tunity to take over the major par! 
of the mass consumer market if 
the standards of dependability of 
used cars are raised, he concluded. 


Mrs. Phalen Appointed 

Mrs. C. Hickman Phalen, for- 
merly with Wiley, Frazee & Daven- 
port, New York, has joined the 
William von Zehle Agency, New 
York, where she will handle fash- 
ion and textile accounts. 


Bray Studios to Waterston 

Waterston Co., New York, has 
been named to handle the advertis- 
ing and promotion of Bray Studios, 
Inc., New York, distributor of 
16 mm. films. 


* 


When over 3,000,000 
BH&G families entertain 
at home — and often — 
what a vast market they 
give you for china, linens, 
crystal, silver, and party 
extras for the menu! 
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Rheingold Beer 
Finds Coincidence 


in Ipana Layouts 
New YorK—Last week Philip 


Liebmann, vice-president of Lieb-| 


mann Breweries, maker of Rhein- 
gold beer, was a very unhappy 
man, foaming about layouts. 

He had just spotted an Ipana ad 
so similar in technique to those 
used for years by his company 
that he was moved to jot down 
some significant points: 

“1. The general appearance is 
almost identical; that is to say, the 
proportion of the advertisement 
and the placement of the various 
features... 

“2. The two pictures—on the 
left the person doing something 
natural, on the right, the person 
using the product. 

“3. The two copy blocks are 
placed directly under the pictures 
just as we do. 

“4. The first four or five words 
under each picture printed in 
heavy type. The type face is al- 
most identical with ours. 


ee 
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COINCIDENCE—Liebmann Breweries and Foote, Cone & Belding found many points of 
similarity between the Rheingold campaign layouts and those used by Bristol-Myers 
Co. for a new Ipana drive. Doherty, Clifford & Shenfield is the agency for Ipana. 


“5. The type headline is in very 
similar script to that we have used 
in the past .. . the product name 
is printed in slightly larger script 
in the center of the headline as 


we do. 

“6. The sub-headline giving the 
name of the endorser is almost 
exactly the same type face as we 
use. 


“?. The product is placed almost 
identically in the way we place it 


|at the bottom part of the advertise- 


ment. 

“8. They use a sub-headline in 
script again at the bottom of the 
ad exactly as we do... 

“9. They put their heavy selling 
block directly beneath the second 
picture copy identically as we do.” 

Rheingold is said to have used 
the technique for “eight or nine 
years.” 

Foote, Cone & Belding has this 
account. Ipana is handled by Doh- 
erty, Clifford & Shenfield, for 
Bristol-Myers Co. 


Gets Poultry Account 

Peck Advertising Agency, New 
York, has been appointed to direct 
the advertising of Irving Kouder, 
New Paltz, N. Y., breeder of pedi- 
greed poultry. National farm mag- 
azines and trade publications will 
be used. 


Fotosonic to Deutsch & Shea 


Fotosonic, Inc., New York, pro- 
ducer of 16 mm. sound film, has 
appointed Deutsch & Shea, New 
York, to handle its advertising. 


23,000,000 Families 


meet it. 


Lnttis bit Strat Mayueie 


—reading to DO things 


and to BUY things 


That, in a nutshell, is what Better Homes & 
Gardens means to you. 


Because it’s 100% service for better living, 
cover to cover, ads and all, BH&G attracts 
only the people whose big interest is constant 
betterment of home and of family life. 


The high standard of living it takes for granted 
attracts only the people financially able to 


Screened for interest 


Screened for income 


The result is over 3,000,000 husbands and 
wives with incomes among the highest for all 
big magazines who read BH&G as a “how-to” 
book—how to do things, what to buy to do 
them with. That covers everything from a 


better cream sauce or soufflé to a better car 


or carpet or hand lotion or insurance policy. 


Wouldn’t it be a good idea to let our repre- 
sentative tell you more about how editorial 
content screens these blue-chip prospects for 
you in Better Homes & Gardens? 


General Electric, 
Admiral Try Video 


New York — Admiral Corp.’s 
“Welcome Aboard,” an all-star 
revue featuring Russ Morgan’s or- 
chestra, went before the cameras 
for the first time Oct. 3 over the 
NBC East Coast Television net- 
work. 

Top entertainers from vaudeville, 
stage and screen will be given a 
“Welcome Aboard” on this new 
video attraction, which was placed 
through Cruttenden & Eger, Chi- 
cago. 

Meanwhile, General Electric Co., 
through Maxon, Inc., has signed 
to sponsor “Stop Me If You've 
Heard This One” over ABC-TV 
starting in January. All available 
stations will be used for this 30- 
minute program, which gives Cal 
Tinney, Lew Lehr and Benny 
Rubin a chance to exercise their 
talents. 

This is the first full network 
television contract signed by ABC 


CED Appoints Blood 

Virginia L. Blood, formerly as- 
sistant director of the women’s 
programs of the New York Times, 


has been appointed a member of the * 


information staff for the Committee 
for Economic Development, New 


York, where she will handle re- *% 


quests for economic information 
from’ women’s organizations. 
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at your fingertips . . 
200 sheets of color! 


COLOR-AID 


Background Papers 
Color-Aid Lan, are available in 200 coordir 
e ated colors—25 basic hues, 4 tints and 3 

of each and 8 gar. This marvelous new pape 
takes pencil, ink, pastel, tempera; is stainproo 
washable, wrinkleproof. 
Size: 18 x 24" 25c per sheet 


oe 

Order this 

COLOR-AID Only 
© Swatch Book $3.75 


Contains 3 x 5” swatches of all 200 coordinate 
colors in swivel bound, acetate covered 
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@ Each swatch is marked with number to enabl “? 


you to order the full 18x24” size sheet. A valv 
able cool for all color users. 
@ COLOR-AID Studio Assortment 
200 full size 18x24” Color- 
Aid sheets (one of each 
color) and Color-Aid Swatch 
@ Book in handsome portfolio. 
Complete $50.00 
E-Z FRISKET 
An adhesive coated friske 
paper prepared for immediat 
use. Just strip off protectiv 
backing sheet. No mess. . 
no rubber cement... 
waiting. 
Desk Roll: 24” x 5 yds......$ 3.00 
Jumbo Roll: 24” x 20 yds... 10.00 
"1 
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Aarave Biown ¢ sno, ine 


67 West 44th St., New York 18,N.Y. | 


= 
ine | 
3 9 Dag bn!" Das ‘in 
E'S — he OANA wy oe 
"SB ee an | oe ol | 
£ ns A im ! aC) ian Be ‘pan 
pemeeess , ae : ie >, on iil 
cio 4 = ae a ee | 
| 
wisi poe aly / than daca po = = eblets “cou 
oT , aw © oe “ == _ 
— BSS: Promotes ace = ) r 
peers — bight = | . : 
; i aT Sr 2 i teeth 
) 
ee | 
» —= | 
7 i ~- .~ 2 « ve} 
, disease re 
4 ae, y —— } _ PE for pe % 
ite e > “ouekey eg 
a gnee ass nat, 4h . 
H+} iy uae er ttl \ 
+4 ‘ H ao: poor? ‘a 
{ - " | he gov'"™ isit® grote wwe ; 
= - # nomena rae gor yor" qne™™ newer oe 
to ! ¥ “ee cane 00% ae eonne™ este 
_ so ed OF ot Seater Sov ; 
7° > a a we east 
| H | wot ere™ oo? 
ee is ; | 
j qnest ge Pixcne® we esio® | 
ot pie vP- : 
a P) cold eos gut ce?) yis5® cent a 
a . ests yo cake oo aod ane covot e be 
. ae oe pee oo fo 
cal 3 ~ | ite 
{ | i \ = xs oe 
7” 4): A : 1 
i io) ~ oi o> ce * aone™ pee 
| 4 iz a ae 
, oh ] = ! " 
}- 4 | F — ‘g o : e I 
L ‘ a : ee 3 si - ei ae as fs ies : : 
UL. Bai = 
— = Seg and Gi , a 
ite . 3,00 eee ft : 
i 10,0 . ” . . ‘ 
ie acai | ees P 
es | tate cen =-" 
a super iusto" 
by , = oO olor patron Boor 
. | \ a a Sal a \ 
: \ wy eee - ee 4 


ete 


oo 


aU 


Weyerhaeuser Starts 
Long Range PR Drive 


1,000-Line Newspaper 
Ads Begin; Employes 
Unaware of Diversity 


Tacoma, WasH.—Weyerhaeuser 
Timber Co. pioneered in develop- 
ing timber resources of the Pacific 
Northwest—establishing tree 
farms, creating new products and 
building new markets. 

Now it is pioneering in a new 
field—public relations. This fall 
the company’s first organized pub- 
lic relations campaign reaches full 
swing, the opening stage of a five- 
year program. Its public relations 
activity is one of the most thor- 
ough undertaken by any northwest 
industry. It reflects the new lead- 
ership of Philip Weyerhaeuser Jr., 
the third generation heading the 
company. 

Weyerhaeuser’s information pro- 
gram recognizes a public interest 


. in the company, and the company’s 


responsibility to its employes and 
to the community in which it op- 
erates. The policy comes as a log- 
ical development after nearly a 
half century of steady growth that 
has made Weyerhaeuser the larg- 
est lumber company in the world. 


_g When Weyerhaeuser Timber Co. 


began in the Pacific Northwest in 
1900, it simply bought, swapped, 
consolidated and sold stands of 
virgin timber. Fifteen years later 
it built the first modern sawmill of 
its own design. In the years that 
followed it added other sawmills, 
pulp and plywood plants, produc- 
tion facilities for many by-prod- 
ucts, its own steamship line, and 
research facilities. It is develop- 
ing tree farms to assure a contin- 
uing source of raw material. These 
steps help insure a stable opera- 
tion, a profitable investment, more 
and steadier jobs, and broader 
markets and more sales dollars for 
every tree cut. 

But when the company took ac- 
count of itself in the postwar re- 
conversion, it found that develop- 
ments within the organization had 
far outstripped public understand- 
ing of what the company was doing 
or what its objectives were. 


ge Late in 1945, Walter DeLong, 
the new personnel director and for- 
merly director of Selective Service 
in his state, began checking with 
employes and with merchants in 
towns where the company oper- 
ated. The object—to find out what 
they knew and thought about the 
company. He held informal din- 
ner meetings with groups of 15 to 
20 employes. Here there were no 
head table, no top officials. But 
there was an informal air that en- 
abled DeLong to start out, “Ask 
me anything that comes to your 
mind. If I don’t know the answers, 
I'll get them.” 

To guide the discussion he raised 
such questions as: “What about 
your opportunities with the com- 
pany? Is there a future for you? 
What should the company reason- 
ably do that it does not do now?” 
The reaction from the men was 


quick and frank. 


gw In the course of the same check, 


DeLong stopped in to talk to the 


* butcher and the baker, the local 


editor, and many others in towns 
of Washington and Oregon where 
the company had its operations. 
Out of this checking it became 
apparent that the company did not 
know its men, and the men did 
not know the company. In the 


‘ communities there was general re- 
“spect for the company but mighty 


little knowledge of what it was 
doing. Almost nobody knew about 
new studies in wood utilization and 
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FUTURE INSURED—Weyerhaeuser Timber 

Co. is running 1,000-line newspaper ads 

monthly stressing its operation of tree 

farms. This is part of its new public re- 

lations drive, through Mac Wilkins, Cole 
& Weber, Seattle and Portland. 


tree farming, which had such di- 
rect bearing on wage rates, job se- 
curity and community well-being. 


s To provide a broader check, the 
company undertook a public opin- 
ion poll last fall through its adver- 
tising agency, Mac Wilkins, Cole & 
Weber, Seattle. The poll showed 
a lack of understanding of the 
company and its objectives. But 
from a series of questions about 
wages, labor-saving machinery, 
profits, and taxes and participation 
in community affairs came the con- 
clusion that the more people knew 
about the company the better they 
liked it. 

Early this year the company 
drew up its formal public relations 
program. The foundation is a 
statement of policy distributed to 
management men throughout the 
organization. It states simply: 

“Unless it merits the good will 
and understanding of both its own 
employes and the general public, 
no large company can maintain its 
position as a part of our industrial 
structure. Favorable public opin- 
ion for any company starts with 
the formulation of sound manage- 
ment policies. Next comes the in- 
terpretation, explanation and ap- 
plication of management’s policies 
by all people connected with the 
company. Then there is needed an 
understanding of the company’s 
policies by the public. 


ws “The Weyerhaeuser Timber Co. 
is committed to the policy: To 
operate its properties so as to pro- 
vide continuous and profitable em- 
ployment for its workmen, a prof- 
itable investment for its share- 
holders, and uninterrupted sup- 
plies of forest products for the 
consuming public at reasonable 
prices.” 

The Weyerhaeuser program has 
been laid out to reach six broad 
groups: Employes, communities 
where the company operates, the 
public, government, customers, and 
shareholders. A _ series of eight 
objectives has been set out to ap- 
ply to all groups and to cover 
major aspects of the company’s 
operations. To develop this pro- 
gram Mr. Weyerhaeuser in Janu- 
ary created the public information 
department with Walter DeLong in 
charge. 

The first phase of the five-year 
program is on tree farming—the 
growth of trees as a crop on an 
80 to 100-year*cycle. This phase 
will reach a peak in late Novem- 
ber. The second phase, opening in 
1949, will cover Weyerhaeuser’s 


integrated plant operation. 


The program uses all avenues of 
public information—spot news; 
feature articles in newspapers, 
magazines and trade publications; 
speeches; contact with editors, 
schools, churches, civic groups and 
public officials; booklets, motion 
picture films, and advertising. 


w# One of the first publications 
was a heavily illustrated, 52-page 
brochure, “You and Your Com- 
pany,” presented to each of the 
8,500 employes to acquaint them 
with the company’s activity and 
policies. Copies went also to lead- 
ers of thought and other key in- 
dividuals outside the company. To- 
tal printing was 15,000 copies. 

A 16-page elementary booklet, 
“We Grow Trees,” has been print- 
ed (50,000 copies) for use in 
schools and for distribution at talks 
and showings of company films 
and for distribution with company 
displays. A press book on tree 
farming came out last month for 
plant managers, providing generai 
material on the company’s tree 
farm program and localized stories. 
Mats are also supplied. A mim- 
eographed guide, “Weyerhaeuser 
Meets the Press,” was prepared to 
help local executives work with 
newspaper and radio people. 

Various company mills publish 
house organs, and to these are 
supplied feature articles in line 
with the current phases of the 
public information program. 


es Weyerhaeuser at St. Paul pub- 
lishes “Weyerhaeuser News,” a 
Life-like 24-page magazine, on an 
irregular schedule about twice a 
year. Between 35,000 and 40,000 
copies are put out, going to cus- 
tomers, government officials, com- 
munity leaders and others, telling 
about major developments on 
which the company is working, 
new processes, operating improve- 
ments, company expansion and 
other stories about the industry. 

For information to stockholders, 
the annual report goes much be- 
yond a simple statement of earn- 
ings and operations and tells about 
company policy and thinking. This 
publication, like others brought 
out periodically, will incorporate 
material on whatever phase of the 
information program is current at 
time of publication. 

All Weyerhaeuser publications 
use illustrations freely, and two to 
four colors are common. A high 
level of editorial competence has 
brought the company repeated 
recognition. ‘Weyerhaeuser News” 
recently won the highest award 
certificate in the 1948 interna- 
tional industrial publications con- 
test sponsored by the International 
Council of Industrial Editors. Last 
month the company’s annual re- 
port won the Financial World’s 
bronze Oscar as the best 1947 an- 
nual report in the building ma- 
terials industry. 


® Weyerhaeuser has now launched 
its first public relations advertis- 
ing campaign. This serves as an 
umbrella over the entire informa- 
tion program. Once a month, 1,000- 
line copy appears in newspapers 
throughout the company’s produc- 
tion territory—along the West 
Coast from the Canadian border to 
California. 

A typical headline in the series 
on tree farming reads: “There 
will ALWAYS be timber for the 
new Weyerhaeuser plant at Spring- 
field, Ore.”. Other headlines in 
this series: “Growing trees for to- 
morrow”; “There’s a future for 
loggers”; “Sure, son, there’ll al- 
ways be sawmills!” and “Tree 
farms grow jobs.” Main copy in 
this series takes up a single phase 
of tree farming. A small box with 
the same copy each month recapi- 
tulates what the company is doing 
“to help insure a permanent in- 
dustry.” 

A new motion picture, “Green 
Harvest,” 30 minutes long, in 


color and with sound, has just 
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Authors League of America, 


signed. 


and ad libbing possible. 


better conditions! 


writers. 


Teleradio Mans Corner 


Two years ago the Radio Writers Guild, a branch of the 


works unless the networks signed a basic minimum agree- 
ment covering free lance writers and writing. The networks 


Now the guild is threatening to strike commercial radio 
coast-to-coast unless the advertisers sign. As of this moment 
the clients have flatly declined to oblige. The guild has 
responded by calling for strike votes in New York, Chicago 
and Hollywood and has declared that a test of strength is at 
hand. The strike, if it comes, will not be “sudden,” since 
teams of negotiators have been meeting off and on since 
1942. Whether it will be “effective” is anybody’s guess. 

It’s hardly a secret that the guild counts heavily upon 
knocking two types of programs off the air: 
comedy stars, and (2) the leading dramatic series. It will 
be harder to touch (3) audience participation and (4) mu- 
sical shows, in both of which continuity needs are slight 


Your Teleradio Man notes a number of paradoxes in the 
situation. Start with the typical adman’s conviction that 
radio talent costs are, and always have been, excessively 
high. Then expect him to understand or accept as sincere 
the writers’ charge of abuse and mistreatment. Carry the 
paradox further. An advertising official has been shaking 
his head over a $4,000-a-week budget for five gag writers 
(two of whom he considers illiterate) and his fixed idea 
is that these characters are fantastically overpaid. Suddenly 
the five who divide $4,000 every week go out on strike for 


Of course they don’t really do it for that reason at all. 
They do it to prove to their drinking pals at the Brown 
Derby that they are big-hearted Joes who will take a layoff 
to help the little fellow. That’s the way theatrical unions 
always fight their battles. If you’re a producer, program 
owner or sponsor, you get hit with and you see stars. 

Some admen profess to fear that some radio writers are 
Commies or fellow-travelers. If so, never did Muscovites 
fight more valiantly for licensing, one-time sales, re-use, 
exclusiveness and other capitalistic property rights. Writers 
come calling as “workers” but then start talking as “owners.” 
This is part of the basic quarrel. After shelling out plenty 
of peanuts for scripts, some admen have liked the feeling 
of at least owning what they bought. For this attitude they 
are now branded reactionaries. If they were truly “pro- 
gressive” they would be content just to rent scripts. 

This still doesn’t explain a strike, led by writers who al- 
ready regularly earn fees greater than the minima for which 
they are striking. But don’t expect this corner to provide 
the explanation. It isn’t that simple and we don’t have 
that much space. Besides, if you’re a business man you 
probably never would comprehend the peculiarly intense, 
slow-burning, low-flame brooding nature of radio script 


Suffice that the paradoxes are not all on one side. It would 
have helped a lot, and been relatively easy, to re-word 
those truly dreadful release forms used by some agencies. 
Every time a radio writer “signs away” all his rights as a 
condition to an agency reading what he has to offer, the 
writer is mentally on the picket line. It might have helped, 
too, if some of the entertainment lavished on actors and 
singers had been spent through the years making writers 
feel that the bosses were not unmitigated bees. Man does 
not live for bread alone. He also likes a pat on his back 
and a Martini bought by the head gink. 


threatened to strike the net- 


(1) the big 
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been released to explain tree farm- 
ing. This follows two earlier films, 
“Trees and Homes” and “Trees 
and Men,” and is designed for use 
in schools, clubs, community meet- 
ings and commercial theaters. 
Prints are distributed nationwide. 

For use in towns where Weyer- 
haeuser operates, exhibits are be- 
ing constructed to cover each 
phase of the public relations pro- 
gram. These are 12’ to 15’ long, 
use automatically changing colored 
slides, and are to be a permanent 
set of exhibits for tours. 


@ Nobody at Weyerhaeuser expects 
to see immediate results of the 
new information program. But 
over the years it is expected to 
provide a sounder understanding 
of a major industry and of a major 
producer in that industry. 

Something of the thinking be- 
hind the program was recently 
set out by Mr. Weyerhaeuser to 
the Advertising Association of the 
West: 

“In past years,” he said, “all of 
us have been so engrossed in our 
production and financial problems 
that we did not give the attention 
deserved to our relations with 
people. Today the world is grop- 
ing toward new concepts, new ob- 
jectives and new social standards. 


This is the time for plain talk be- 


) 
| 
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tween employers and employes. 
This is the time for plain talk be- 
tween management and the people 
of the communities in which it 
operates. Business men must re- 
establish confidence in the integ- 
rity and capacity of business and 
industry. Business must tell its 
story.” 


Schedules Whisky Campaign 


American Distilling Co., New 
York, has announced the largest 
advertising campaign in its history. 
Bourbon Supreme, Guckenheim«r, 
Burton “51” and other whisiy 
brands will be featured in 23 na- 
tional magazines, all liquor trade 
publications, and newspapers in 
selected markets for a drive tl! at 
will continue through Februa:y, 
1949. Abbott Kimball Co. of Cae 'i- 
fornia, San Francisco, is 11 
agency. 


Kellogg Appoints K&E 


The Kellogg Co. Ltd., Lond», 
Ont., has appointed Kenyon & 
Eckhardt, Toronto, to handle < 
vertising for all Kellogg produ 
in Canada. 


mii 


R&R Gets Lypsyl Account 


The Pepsodent division of Le\ 
Bros. Co. Ltd., has appoint 
Ruthrauff & Ryan, New York, 
handle advertising in Canada {fT 
Lypsyl, a lip pomade. 
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Tiny Infra-Red Ray 
Dorby Cooker Bows 


Cuicaco — The housewife will 
scon be able to buy for $41.95 a 
new type of cooker, the Dorby, 
which broils, fries or bakes via 
infra-red rays. 

Made by the Dorby Co. here, the 
cooker cuts cooking time down to 
a minimum. For example, steaks 
take one and one half to six 
minutes, depending upon the 
thickness. In addition, because of 
the speed and lack of convected 
heat, the Dorby cooker cooks with- 
out the usual cooking heats and 
odors, yet the food retains its 
flavor. 

The cooker is 15” high, 12” wide, 
weighs 13 pounds, and has about 
60 square inches of cooking space. 
Plexiglas windows on the doors 
enable the housewife to see the 
food while it’s cooking. 

For the present no advertising 
has been scheduled nor has an 
agency been named, but future 
plans call for a national campaign. 
The cooker will be sold in AMC 
department stores across the coun- 
try. 

Herman Dorfman, inventor of 
the cooker, conceived the idea 
while a science student at the 
University of Chicago. After serv- 
ing in the army, he renewed the 
study of this new cooking principle 
with the help of General Electric 
Co. Later, with Samuel Becker, 
for a number of years with Lord 
& Thomas, he formed the Dorby 
Co. 


Bing Crosby Seeks 3 
TV Station Permits 
in Washington State 


SPOoKANE—Bing Crosby, making 
a personal swing through his old 
home grounds in the Pacific North- 
west, announced here that he had 
applied to the FCC for permission 
to build a chain of television sta- 
tions to include Spokane, Tacoma 
and Yakima, Wash. 

First announcement was made 
in Tacoma by Bing’s brother, 
Everett, who outlined the proposal 
to Chamber of Commerce officials. 
Bing was born in Tacoma and lived 
at one time in Spokane. 

Television in the smaller cities 
must be practical, Bing said. 
“There’s going to be _ television 
across the country,” he explained 
to residents of a region where 
there is now no television. “Relay 
stations and coaxial cables already 
are being installed to join the 
larger cities and it’s only a matter 
of time until it reaches all parts 
of the nation.” 

Everett Crosby said the Tacoma 
station would take 18-24 months 
to put into operation. 


AFA Names James Egan 
Essay Contest Chairman 

James W. Egan Jr., vice-presi- 
lent and advertising director of 
the Toledo Blade, has been ap- 
pointed general chairman of the 
$1,000 national advertising essay 
ontest for high school students 
sponsored for the third successive 
year by the Advertising Federa- 
tion of America. Subject of the 
on'est will be “How Advertising 
cts Our Lives.” 
F rst prize includes $500 in cash 
an all-expense trip to the na- 
“Noral AFA convention in Houston 
May. 


io Executives Club Elects 


Villiam B. McGrath, managing 
“reetor of Station WHDH, has 
vee . elected the first president of 
‘he new Radio Executives Club of 
0s on. Other officers elected are: 
tag Lawrence, executive vice- 
pre dent of WCOP, Ist vice-presi- 
; Nona Kirby, regional sales 
ager of WLAW, 2nd _ vice- 
resident; Edmund J. Shea, direc- 
8° of radio of James Thomas 
chi irg Co., treasurer, and Jan 
vilbert, director of radio of Harold 


INFRA RED COOKER—Next month Dorby 
Co., Chicago, will introduce this cooker 
which, through use of infra red rays, 
tooks food in a fraction of the time re- 
quired by ordinary cooking methods. 


Gemex Offers Dealer Aid 

Gemex Co., Union, N. J., manu- 
facturer of Gemex watchbands, is 
offering jewelers recorded local 
spot announcements for local radio 
advertising. The offer is being 
made free to dealers upon request. 
Peter Hilton, Inc., New York, pre- 
pared the commercials. 


‘Y&R Expands N. Y. 
Offices; Agency Now 
Has 1,118 on Staff 


New YorkK—Young & Rubicam 
has growing pains again, this time 
expanding to the entire 12th floor 
at its headquarters, 285 Madison 
Ave. 

“Twenty-five years ago the 
agency started in two small offices 
in Philadelphia,” Y&R president 
Sigurd S. Larmon recalled. To- 
day Young & Rubicam has more 
than eight floors—almost half the 
building at 285 Madison Avenue— 
for its New York headquarters, in 
addition to offices in Chicago, De- 
troit, Los Angeles, San Francisco, 
London, Montreal, Toronto and 
Mexico City. 

Mr. Larmon pointed out that 
Y&R’s New York office has in- 
creased 20% in the past year, in 
addition to increases in personnel 
and facilities in the agency’s 
branch offices. Total personnel 


now employed by Y&R is 1,118, 


compared to 1,026 last year. 

The agency will expand once 
more in a few weeks when the en- 
tire ninth floor of the building 
will be available to the agency for 
expansion of Y&R personnel, pub- 
lic relations and publicity, and 
radio publicity operations. 


Kelvinator Uses WLWT 
Kelvinator dealers in Cincinnati 

have signed with television station 

WLWT, Cincinnati, for partici- 


|pating sponsorship of “Kitchen 
Klub,” which is televised Monday 
through Friday from 4:30-5 p.m., 
EST. Each show will spotlight an 
individual dealer, introduce him 
on the program and award prizes 
and giveaways to guests invited 
by him to attend “his” show. 


Ice Cream Makers to Meet 
The National Association of Re- 

tail Ice Cream Manufacturers will 

meet Oct. 20-23 at the Hotel Com- 


modore, N. Y. 
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‘And you mean all he talked about, all evenin 2, WAS 
‘Solid Cincinnati reads The Cincinnati Enquirer’ ?”’ 


Cabot & Co., secretary. 


oe 


OTHER LIVE TOPICS FOR CONVERSATION: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper, 


Represented by Moloney, Regan and Schmitt, Ince. 
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Hamm and Hi-Lex 
Adopt Editorial 
Type Ad Series 


Sr. Paut, Minn.—The “editorial 
technique” copy used successfully 
by Campbell-Mithun, Inc., for half 
a dozen of its clients is being ap- 
propriated for two additional prod- 
ucts—beer and bleach. 

Two St. Paul companies, Theo. 
Hamm Brewing Co. and Hi-Lex 
Co., for its Hi-Lex bleach, are the 
latest to adopt the method of com- 
bining display advertising with 
editorial copy set in a type face 
which duplicates that of the news- 
paper used. 

Campbell-Mithun has already 
employed the technique for such 
products as Gold Seal wax, Telex 
hearing aids, Zinsmaster bread and 
the industry-wide ads of the 
Canned Pea Association. Surveys 
have shown a high readership for 
this type of advertising, the agency 
points out. 


@ Hamm started a three-month 
test in Austin, Tex., last month 
with full-page copy in the Ameri- 
can and Statesman. In addition to 
spotlighting the company’s en- 
larged facilities and entry into the 
Texas market, the ad features the 
one-way bottles which Hamm is 
using for a “Handy Six” carton of 
12-ounce bottles. The beer also 
is available in 12-ounce export 
bottles, 12-ounce keglined cans, 
32-ounce steinie quarts and for 
draft. 

The St. Paul brewer is nearing 
completion of a $4,000,000 expan- 
sion program at its St. Paul plant, 
enabling it to expand its market- 
ing operations, and further en- 
largement is scheduled. Brew- 
house capacity has been boosted 
50%, according to W. H. Lang, 
general manager, and Hamm has 
developed into the sixth largest 
shipping brewery in the country, 
with a potential output of 1,500,000 
barrels annually. 


® Hi-Lex is scheduling full-page 
newspaper copy in major markets 
extending from Duluth southward 
to Corpus Christi, Tex., to intro- 
duce the product’s new “X” in- 
gredient. The ad uses seven column 
by 250-line display space, explain- 
ing that Hi-Lex is safer as a 
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bleach, deodorant and disinfectant, | 
and editorial-style copy across the 
top and down the inside column, 
offering homemaking hints in tes- 
timonials. 

Hi-Lex will follow the opener 
with 1,000, 500 and 120-line news- 
paper ads this fall and winter, 
playing up the new ingredient with 
a huge “X” in a sunburst design. 

The initial ad carries a coupon 
offering the company’s premium 
catalog. Premium coupons are in- 
cluded with all Hi-Lex bottles. At 
the point of sale, retailers are of- 
fered store hangers, bottle collars 
and Mystic tape footprints to lead 
customers up to the store display. 


To McConnell, Eastman 


Devoe Electric Switch Co., Mont- 
real, has appointed McConnell, 
Eastman & Co., Montreal, to direct 
a campaign, starting in the Novem- 
ber issues of trade publications. 
The agency also has been named 
to handle the account of Palmer’s 
Ltd., Montreal, manufacturer of 
Bourgeois, Evening in Paris and 
other toiletry lines, effective Jan. 1. 


‘Norte’ Elects Starr: 
Reduces Ad Rates 40% 


C. V. Starr, chairman of the 
board of American International 
Publications, Inc., New York, pub- 
lisher of Norte—Revista Continen- 
tal, monthly Spanish language mag- 
azine circulated in Latin America, 
has been elected president of the 
company. Mr. Starr succeeds 
Myron Zobel, president for the past 
four years, who is reported to be 
retiring. 

Effective with the January, 1949, 
issue, Norte will reduce advertis- 
ing rates 40% and for the first 
time in its history will have a 
net paid circulation guarantee o 
100,000. ie 


Thomas Deegan Promoted 


Thomas J. Deegan Jr., assistant 
to Robert R. Young, president of 
the Chesapeake & Ohio Railroad, 
has been elected president of the 
Federation for Railway Progress, 
Cleveland, succeeding William C. 
MacMillen Jr., who was elected 
to the federation’s advisory com- 
mittee. Mr. Young is chairman of 
the, federation. 


McGraw-Hill Issues 
Textbook Developed 
by Rochester Admen 


New YorK—‘Practical Adver- 
tising Procedure” is set forth in a 
pre-tested textbook for advertising 
classes that started out as a modest 
one-year project for the Rochester 
Industrial Advertisers but became 
a four-year “labor of love.” 

The 446-page volume, published 
at $4.50 by McGraw-Hill Book Co., 
had its inception in August, 1944, 
when the executive committee of 


the NIAA chapter in Rochester, 
N. Y., proposed a postwar course 
of lectures which would train 
advertising personnel as quickly 
and as thoroughly as possible. The 
course was outlined in November, 
1944, and a first version of the 
book was issued in December, 
1945, as a mimeographed text 
which got its classroom test at the 
University of Rochester. 
Revisions were ordered, chap- 


ters were outlined again, and in 


dy 
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most cases they were reassigned 
for complete rewriting. The re- 
vision took 11 months, but the end 
result last September was a de- 
cision by the National Industri«| 
Advertisers Association board of 
directors to designate “Practic.| 
Advertising Procedure” as the offi- 
cial textbook for use in its colleve 
cooperation program. 


a Collaborators on the volume--~ 
Edwin L. Grauel, Herbert R. Han- 
son, Willis T. Jensen and Wallace 
W. Lockwood—decided during the 
early preparation days that it 
should cite problems of industria! 
advertisers, as well as solutions 
wherever possible. “This decision 
was made,” they explain, “because 
of a dearth of reference in adver- 
tising handbooks to the problems 
of industrial marketing.” 
Industrial advertising presents 
more problems, and more complex 
ones, than consumer advertising: 
“it often seems to be executed 
with little finesse; and, although 
it is generally slighted in books 
about advertising, the remarkabk 
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As an advertiser, you want assurance 
of the greatest number of readers you can 
get—per Goilar invested—in the publica- 
tions you use. 


And it’s chiefly the editor's job to see that 
you get this—by selecting material that 
attracts the greatest number of readers 
to every page he edits. 


This is expecting a lot of any one editor 
because readers differ in different sections 
of the country. What interests an Atlantan 
might leave a Milwaukean absolutely cold. 
And even an editor with 26 heads would 
have difficulty knowing every section of 
this country intimately. 


In Metropolitan Sunday Magazine Group 
advertisers are assured of top page interest 
because Metropolitan has 26 different edi- 
tors with 26 different publications—each 


Metropolitan Sunday 
Magazine Group 


of which is edited specifically for the par- 
ticular section of the country in which it 
circulates. 


Because of this set-up, the 26 Sunday 
Magazines of Metropolitan Group enjoy 
—according to all available studies—the 
highest average inside page readership of 
anything in print. 


And as a direct result of this, advertise- 
ments, too, in Metropolitan Sunday Mag- 
azine Group consistently attain higher not- 
ing and reading. 


No national magazine or Sunday supple- 
ment offers such an editorial or publishing 
set-up. 


Have you heard the whole Metropolitan 
Sunday Magazine story lately? 
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signed § growth of industrial advertising in 
1e re- the last decade has made it a field 
ne end Hof great opportunity for interested 
a de- Bnewcomers.” 
ustrial [he book proceeds from a frank 
ard of ERdiscussion of the opportunities in 
actical| advertising through advertising 
1e offi- Mand sales plans, themes, media, 
olleye retail and export advertising, the 
ad Manager and the agency. 
ume-- B Forms Subscription House 
_ Han- Frank Ware, formerly circu- 
‘'allace Biation director of Newsweek, has 
ng the Hformed Subscription House, Inc., 
nat it Bat 254 W. 54th St., New York. The 
ustria] HZnew firm will serve publishers in 
utions the capacity of consultant, adver- 
cision Musing representative and pro- 
* ‘Bmotion of subscription sales 
owen through catalog agency operations. 
dver- Bcubscription House will offer a 
blems Hceomplete circulation management 
service. 
esents 
mplex Gets Furrier Account 
tising; Simon Nover & Co., Brooklyn 
ecuted Bfurrier, has named Knapp-Shep- 
hough Hard, Inc., New York, to direct its 
books Hfadvertising. Newspapers and di- 
rkable rect mail will be used. 
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ANTA Journal 
rIMORE Sun 
TON Globe 
id/or Herald 
FALO Courier-Express 
CAGO Tribune 
CINNATI Enquirer 
VELAND Plain Dealer 
MOINES Register 
ROIT News 
id/or Free Press 
I\NAPOLIS Star 
ANGELES Times 
WAUKEE Journal 
NEAPOLIS Tribune 
VW YORK News 
: ADELPHIA Inquirer 
7 SBURGH Press 
+ VIDENCE Journal 
LOUIS Globe-Democrat 
id/or Post-Dispatch 


PAUL Pioneer Press 


or Pa 


‘TLE Times 
INGFIELD Republican 
ACUSE Post-Standard 
SHINGTON Star 


ke 


media, 
opolitan Group is a national 
wk of twenty-six (26) locally 
d, locally edited, locally power- 
inday magazines . . . printed in 
ure for 15,000,000 families. 


other national 


local ownership, local view- 
, local editing, local power, 
ip to the greatest local patron- 
| popularity accorded any 
rint, 


Metropolitan 
Sunday Magazine 
Group 


| 20 F ist 42nd Street, New York 17, N. Y. 
TRIBUNE TOWER 
CHICAGO 
‘EW CENTER BUILDING 
DETROIT 
1s5 MONTGOMERY ST. 
SAN FRANCISCO 
38 SOUTH HILL STREET 


LOS ANGELES . 
T 
Bren NTA Jo = 


Red*Cross Picks 4 Agencies 


Four advertising agencies have 
been selected to develop plans 
for the Canadian Red Cross annual 
appeal in March, 1949. The agen- 
cies named are: Cockfield, Brown 
& Co., MacLaren Advertising Co., 
Russell T. Kelley Ltd. and Cana- 
dian Advertising Agency. 


Tea and Coffee Group Meet 
The first annual convention of 
the Tea and Coffee Association of 
Canada will be held at the Seigni- 
ory Club, Quebec, Oct. 25-27. 


United Fruit Names Lewis 


J. A. C. Lewis has been ap- 
pointed sales manager of ‘the 
United Fruit Companies of Nova 


Imperial Oil Names Four 

A. G. Scott, sales manager of 
Imperial Oil’s British Columbia 
marketing division, has been trans- 
| ferred to Toronto as manager of 
|the company’s lubrication sales 
|department. W. W. Shatford has 
been named manager of the Mari- 
time marketing division. J. Ernest 
Akitt has been appointed manager 
of the Manitoba marketing divi- 
sion and A. A. Turner, manager 
of the Saskatchewan division. 


Names Wertheim Advertising 


Professional Books, Inc., Minne- 
apolis, has appointed Wertheim 
Advertising Associates, New York, 
to handle advertising for its new 
book club for educators, principals, 
school superintendents and librari- 


Scotia Ltd., Kentville, N. S. 
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1 Sele al 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


A PHOTOGRAPHIC ILLUSTRATIONS 


1721 No. Wells St., Chicago 14 


“Does your advertising do all three? 
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Leave him not only convinced, but 
conditioned for a sale! 


When to go after inquiries, and when 
not to. 


Long copy versus short. 


How to advertise when you “have 
nothing to sell’. 


High readership versus the highly 
selective appeal. 

Helping your readers solve a problem. 
What your dealers want to know. 


Four basic steps in creating ‘‘Copy 
that Clicks’’—with readers. 


Induce him to 
message... 


Is that too much to ex 
tisement? 
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read through your 


pect from any single adver- 


We don’t think so—not when your advertising is 
running in business papers. Because some of the 
outstanding ‘‘success stories’ in the whole broad 


field of advertising are 
press today. 


to be found in the business 


You'll find an impressive collection of them in 
“Copy that Clicks,’”’ the new ABP book which the 
editor of one advertising journal calls “‘one of the 
most helpful books on advertising ever published,” 
and which several agencies have made required 
reading for all their copywriters and account men. 
We'll be glad to send you a copy by return mail. 


THE ASSOCIATED 
BUSINESS PAPERS 


An association of 137 independently owned and operated business 
papers. Membership is confined to business papers entered under 
second class postage and audited by the Audit Bureau of Circula- 
tions. Members of ABP subacribe to a code of high editorial, adver- 
tising and circulation standards, and pledge themselves to deliver 
publications worthy of the subscriber's money and the adver- 


tiser's investment. 


Please send me a free 


WAME 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


copy of “Copy that Clicks.” 
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FALL OPENER—Clopay Corp., Cincinnati, 
wili spearhead its largest fall ad cam- 
paign for paper curtains and drapes, as 
well as new window shades, with this 
full-color page in Life. Twenty-one maga- 
zines and farm publications are on the 
schedule. Ralph H. Jones Co. is the 
agency. 


Clopay to Launch 
Largest Campaign 

7 = 7 a 
with Page in ‘Life 

CINCINNATI—Clopay Corp. will 
spearhead the biggest campaign 
in its history for curtains and 
drapes with a four-color page ad 
in the Oct. 18 Life. The fall cam- 
paign will boost the company’s 
1948 advertising budget to well 
over $400,000. 

James A. Jackson, advertising 
director of Clopay, said the ap- 
propriation is not only the largest 
in the company’s 18-year history, 
but represents the most extensive 
program developed by any manu- 
facturer of fabric or paper cur- 
tains and drapes. 

Clopay’s fall campaign, which 
also will promote window shades 
as well as the line of paper 
drapes and curtains, will include 
fractional pages, both color and 
black-and-white, in Better Homes 
& Gardens, Farm Journal, Hill- 
man Romance Group, Liberty, 
Look, Macfadden Women’s Group, 
Modern Romances, Progressive 
Farmer, Secrets, Successful Farm- 
ing, Today’s Woman, True Con- 


fessions, True Story, Woman’s 
Day and Woman’s Home Com- 
panion. 


Merchandising and promotional 
aids will include newspaper ad 
mats for retailers, point-of-sale 
display cards, window streamers 


A simple and effective system for 
Scheduling and Controlling advertising 
production jobs. Write or type on col- 
ered cards and post on board. 


Compact and attractive aluminum 
board easily adapted to your needs. 
Get free Portfolio with detailed 
charts. Graphic Systems, 55 W. 42nd 
Street, New York, N. Y. 


Visual Control 
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I enagenc SYSTEMS AA10-11 | 
55 W. 42nd St., New York 18, N. Y. 
| Send FREE Boordmaster Portfolio. I 


and posters. Clopay products are 
merchandised through variety, 
department and general mer- 
chandise stores. 

Ralph H. Jones Co. handles the 
account. 


Seward Heads ANA 
Ad Budget Study 


New YorK— Howard Seward, 
Publishing Co., Philadelphia, has 
recently retired from the Curtis 
been named director of the Asso- 
ciation of National Advertisers’ 
study of advertising appropria- 
tions. 

The study is designed to estab- 
lish a set of principles for deter- 
mining the appropriation. The 
first step, finding out how typical 


advertisers in various product 
classifications set up their budgets, 
will be accomplished through field 
interviews with advertising direc- 
tors and other management repre- 
sentatives. 

Mr. Seward will spend a mini- 
mum of one day with representa- 
tives of various companies and 
plans to gather about 75 case his- 
tories. The study is supervised by 
a special committee of ANA mem- 
bers with W. B. Potter, director 
of advertising operations of East- 
man Kodak Co., serving as chair- 
man. 


Philco Elects Woods V.P. 


Leslie J. Woods, manager of the 
industrial division, has been named 
vice-president of this division of 
Philco Corp., Philadelphia. 


WOR Beats Drum 
for World Series 


New YorK—WOR is doing 
everything except turn somer- 
saults to promote its Gillette-spon- 
sored World Series broadcasts. 

More than 3,000 score cards are 
being handed out to passengers 
on airlines, railroads and steam- 
ship lines. 

A full-page ad in the Herald- 
Tribune and transcribed an- 
nouncements by Al Schacht re- 
mind listeners to tune in the 
broadcast. 

Radio editors received a base- 
ball kit containing the following 
“equipment” for use while listen- 
ing to the game: a Nedicks sand- 
wich and soft drink, a can of 
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Krueger cream ale, and a pack of 
Philip Morris cigarets. 

Beautiful models are roving i: 
Times Square and Rockefelle 
Center carrying portable radic 
and wearing ribbon banners 
reading: “World Series on WOF, 
ask the score.” 


To Ingalls-Miniter 

Ingalls-Miniter Company, Bos- 
ton, has been appointed to handle 
the advertising of Greylock Con- 
fectionery Co., Cambridge, maker 
of Tweet marshmallow cream and 
Princess marshmallows. 


Plastic Appoints Moss 

Plastic Molded Arts, Inc., Long 
Island City, N. Y., molder of P.M.A 
plastic gift packages, has appointed 
Moss Associates, New York, to 
handle its advertising. 


@ AP1-Day schedule, Thursday, June 17, 1948 
... This office will cover (list)... MK712AED... 
Thus Associated Press starts a new day 

with despatch #1, the daily bill of fare, 

signed by somebody whose initials are MK, and 
sent at 7:12 am, Eastern Daylight time. 


@ The narrow room is noisy as a cage of 
oversize woodpeckers hard at work. Both walls 
are lined with news service printers...slim 
cabinets, waist high, each with a tele-typewriter 
mechanism in its head, tapping steadily or 
sporadically, feeding from a slot in front a 
steadily lengthening strip of paper crossed 
with typed lines. Of the twenty-eight printers in 
the room, nine tap-tap-tap-tap around the 
clock; others are active a few hours a day, or 


on special occasions... 


497,000 wonds ... to get 22,500! 


@ Every ten minutes from 8 am to midnight, 
copyboys tear off the strips of typescript... 
deliver to News editors’ desks daily some 
300,000 words from Associated Press; 160,000 
from United Press; 13,000 from Standard 
News (suburban and outlying areas); 15,000 
from Chicago ‘Tribune Press Service; 3,000 to 
6,000 from our own Washington Bureau. 


@ Eight staff men in Manhattan police 
headquarters, eight in Brooklyn police 
headquarters, and twenty-four reporters on 


assignment, work with three City Desk 


men (nine on three shifts)...send in some 


By cable, wireless, Western Union, pay 
phones, flimsies, government communiques 
and official forms...in Brooklyn and Berlin, 
Centre Street and Copenhagen, Polo Grounds 
and Pago Pago, New Dorp and New Delhi, 
crossroads villages and world capitals... 
thousands of reporters, correspondents, legmen, 
specialists, editors feed facts, records, rumors, 
opinions, to these tapping printers. 


‘ 8,000 words. ‘Twenty sports reporters turn 


in another 3,000 to 5,000 words...Of 500 
out-of-town correspondents, an average of ten 
a day file stories as requested... 


@ The twenty-four hour total averages 497,00 
words —of which only one out of twenty-two 

reaches print in New York’s Picture Newspaper 
@ The selection of that twenty-second word... 
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oolf, Roth Say 
Ideas Plus Facts 
Assure Success 


New YorK—Imagination and 
information make an unbeatable 
ormula for business success, 
James D. Woolf and Charles B. 
Roth conclude in their new book 
on “How to Use Your Imagination 
to Make Money.” 

The authors pack their new vol- 
ume full of hundreds of examples 
of how ideas have been thought 
hrough to new enterprises, how 
ailing businesses can be cured, and 


how imagination works “miracles” 
in selling and advertising. 

“Use your imagination all the 
time,” they advise. “Make it work 
for you. Never let it rest. But 
temper your decisions with infor- 
mation. Get facts, facts, facts about 
anything before you act. If you 
put imagination on your team, and 
then make information a teammate 
of imagination, you can’t lose. This 
is a fact. It is a fact proved by 
hundreds of thousands of success- 
ful, happy lives each year. Why 
can’t you also prove it in yours?” 


s Collaborator Woolf, for 30 years 
a vice-president and director of 
J. Walter Thompson Co., and au- 
thor of several other books on 
advertising, also is the author of 
“Salesense in Advertising,” a se- 


ries of monthly discussions on 
tested ideas and basic advertising 
principles which has appeared in 
ADVERTISING AGE since June, 1947. 
Mr. Roth, who heads his own firm 
of public relations counselors, is a 
nationally recognized authority on 
salesmanship and has written sev- 
eral volumes in this field. 
Imagination served as a miracle 
worker, the authors point out, 
for such widely diversified things 
as the Chesapeake & Ohio’s cat, 
“Chessie,” and Charles Duryea’s 
device to atomize gasoline into the 
cylinders of a new automobile 
engine; the Fred Harvey girls; Cy- 
rus McCormick’s reaper; Thomas 
Callahan’s window envelopes; the 
“double your money back” offer 
George Hormel promised in intro- 
ducing a new soup, and the guar- 


anteed lifetime pen offered by 
W. A. Shaeffer. 


ws The book describes in detail the 
growth of the hotel chain organ- 
ized by Conrad N. Hilton, who put 
himself through college by fixing 
up five rooms over his father’s 
general store in San Antonio, N. 
M., and taking in guests. The 
$70,000,000 Hilton hotel property, 
with its founder as head man and 
principal owner, is based on what 
its guests want. “What they want 
above all else,” he is convinced, 
“is efficiency—modern, streamlined 
efficiency on just four counts: com- 
fort, speed, courtesy, cleanliness. 
Business efficiency.” 

The Hilton philosophy of hotel- 
keeping is built on the idea that 
“the only hotel that can be a really 


or rather the story wherein it appears...makes 
this newspaper the selection of more people 


than any other US journal! 


The basis of selection is very simple: 
Not what they should read, but what they do 
read...not for posterity or history, but for 
ordinary people occupied with their own affairs 
and pressed for time. The News is liked 


for what it leaves out! 


No newsroom anywhere scrutinizes every 
vord more carefully, cuts and rewrites more. 
No News reader has to slosh through columns 
if verbiage, strain eyes or patience to find 


are actually read by News readers, and actually 
skipped by most readers of other papers! 


To interesting news, add entertainment 


more than 


he sense in a story... gets the gist without the 


rief, the canary without the cat. 


«. The important story...important for 


5 97C 
Boe | > 


liberally. Print on a page small enough to be 
seen at a glance. Package for easy perusal, 

and subway rush hour... And the result 

is not only the largest newspaper circulation 
in the best metropolitan market in the world... 
ooo daily and 4,375,000 Sunday 
...seven out of ten New York City families... 
but a newspaper which gets more readership 
and results for advertising! And more display 
advertising than any other newspaper! 


@ So your choice of media in New York is easy 


...lots of second choices, but only one first — 


gnificance and consequence, not because of 
‘ource, subject or sacred cows...is judged for 


' iterest. If dull, it is kept bulletin brief. 

‘ onsequently, foreign affairs, UN, . 
7 ; &. 

£.vernment taxes, fiscal stories 


4 


for coverage, cost, advertising effectiveness! 


THE & NEWS, New York’s Picture Newspaper, 
220 East 42nd St., New York City. ..‘Tribune Tower, Chicago, 
155 Montgomery St., San Francisco 
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good hotel—good in the quality of 
those four things guests want—is 
the hotel that operates at a profit.” 

Recalling the successful career 
of an outstanding insurance sales- 
man, Mr. Woolf quotes the man as 
explaining his methods this way: 
“I think it is purely a matter of 
imagination, the ability to think 
with the other fellow’s mind and 
heart.” And that, says Mr. Woolf, 
“sums up my whole philosophy of 
advertising.” 


a Lifebuoy’s “B. O.” campaign is 
cited as a prime example of imag- 
inative thinking that paid off when 
conventional advertising appeals 
failed to halt a sales decline. “This 
idea, which plays on the theme of 
how each of the two sexes can be 
more attractive to the other, came 
out of keen imaginative insight 
into human motivation and behav- 
ior. The clever ‘B. O.’ tagging of 
the theme, plus the physical dress 
of the ads (cartoons and blurbs), 
were most useful inventions, but it 
was the power of the basic idea— 
how to get your man—that put real 
pull into the campaign.” 

Six sources of information that 
can be consulted—‘“at a total cost 
of not over $10!”—are listed by the 
authors as invaluable in business 
practice: Your government, busi- 
ness papers, public libraries, uni- 
versities, chambers of commerce 
and bankers. 

The Woolf-Roth book, which 
sells at $2.95, was published last 
week by Whittlesey House, Mc- 
Graw-Hill Book Co. 


Peter Hilton Moves 


Peter Hilton, Inc., formerly lo- 
cated at 680 Fifth Ave., New York, 
has moved to new offices at 10 E. 
52nd St., New York. The telephone 
number is Murray Hill 8-4224. 


SERVICE e ee is the pass- 


word of The Faithorn Corporation. 
It is so ingrained in the minds of 
every one of our employees that, 
as far as the element of time is con- 
cerned, SERVICE goes with the 
job, with or without the asking. 
But, there is still more to Faithorn 
SERVICE than the delivery of the 
job. We also insist there must be 
a quality standard. To rush work 
through to meet a deadline... at 
a sacrifice of quality . . . is not 
SERVICE at Faithorn. We (1) set 
type, (2) make engravings and 
(3) produce printing — all under 
ONE roof, with full responsi- 
bility under ONE management. 
This is what is known as Faithorn 
3-in-1 SERVICE. You can secure 
one or all just as you desire, but 
all are here — at your command. 


PRINTING 


We insist that to sacrifice quality 
for a cheap price is FALSE econ- 
omy. At the same time, we always 
endeavor to produce QUALITY 
advertising matter — at the most 
reasonable cost. This is what 
we term TRUE ECONOMY. 
That we have succeeded is best 
attested to by the large number 
of advertising agencies and suc- 
cessful institutions we are regu- 
larly serving. We will gladly show 
you the list and samples of work. 
Try us. Call WHitehall 4-2300 


FAITHORN 
CORPORATION 


AD-SETTING + ENGRAVING » PRINTING 
400 W. RUSH ST. CHICAGO 11 + WHiteball 4.2300 


DAY AND NIGHT SERVICE 
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Federal Names Pacific 
Federal Old Line Life Insurance 


|Co., Seattle, has appointed Pacific 


National Advertising Agency, Se- 
attle, to handle its account. Previ- 
ously the company placed its ad- 
vertising direct. Radio, newspapers 
and car cards are being used. 


Buying Power Increases 
Despite Rising Living Costs 


The monthly survey of “real 
income” by the Investors Syndi- 
cate, Minneapolis, shows the pur- 
|chasing power of the average 
|family is still greater than it was 
la year ago, although living costs 
|} are now increasing faster than the 
average of the past nine years. 
Since 1939 living costs have in- 
creased an average of 6% each 
year over the previous year, and 


aS . 
ST. LOUIS MO. _ 
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today costs are 10% higher than a 
year ago. Average family income, 
the report reveals, is up 12% from 
last year, leaving the average 
family approximately 2% better 
off. 


Offers New Fashion Service 


Victor Vito Associates, New 
York, is launching a new service 
to the fashion industry called 
“Package Fashion Shows.” The 
company will conduct a show com- 
plete with publicity for a one- 
month period or longer for the 
launching of new or promoting 
established products for advertis- 
ing agencies, manufacturers, re- 
tailers and public relations offices. 


Joins Bozell & Jacobs 


Howard C. Bowker, formerly 
with the Idaho Advertising Agen- 
cy, Boise, Ida., has been ap- 
pointed production manager of 
Bozell & Jacobs, Seattle. 


Appoints Williams 


Lloyd Williams has been ap- 
pointed publicity director of the 
Maine Potato Growers, Inc., Pres- 
que Isle, Me. 


it pays 
to use 


_ Both Hands 


Big St. Louis 


-_- that means 


Tat 
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Pity the angler who tries to reel in an active “customer’ 


/ 


with one hand. . . or the advertiser who hopes to capture 
America’s 8th biggest market with less than two-handed 
effort. That market is the compact St. Louis retail trading 
zone where over 475,000 families live. In this zone are 
concentrated more than four-fifths of the 176,000 St. Louis 
Star-Times evening reading families. Here you have a 
combination of rich market and intensive coverage team- 
ing up to give low-cost impact that really sells merchandise 
in St. Louis. For best results, it pays to use both hands in 


big St. Louis. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


MALE VS FEMALE IN 
IN BRAND SELEC 


“Whe originally decided on the make or brand?” 
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MAN’‘S VIEWPOINT—The magazine True, not convinced that women influence all 

purchases, engaged researcher A. S. Bennett to determine “who originally decided 

on the make or brand” in making a wide variety of purchases. 
results, showing male, female and combined selections. 


‘True’ Finds Men 
Buy as Well as Earn 
—Even Blase Admen! 


New YorK—For years, a going 
gag around advertising circles has 
been “Are you a man or do you 
spend 85% of every family dol- 
lar?,” a joke overlying what True 
thinks is a “mythical idea.” 

Last week Fawcett Publications 
produced a new study, “Male vs. 
Female Influence in Buying and 
in Brand Selection,” and on the 
basis of 2,752 questionnaires, man 
is better established in his place in 
the buying sun. 

Fawcett also adopted a wrinkle 
when it ran a similar survey 
among advertising executives, to 
let them compare themselves with 
the “average man.” This portion 
of the study, mimeographed in- 
stead of printed, is entitled “Are 
Advertising Men People?” 

For a wide range of products, 
Fawcett shows (1) who originally 
decided on the brand and (2) who 
made the most recent purchase. 
The report shows “husband,” 
“wife,” “both” and “other” classi- 
fications by percentages. 


ws Also, in an interesting fore- 
word, Fawcett notes that income 
alters buying habits: Where a low 
income worker buys shirts, he 
generally leaves the place of pur- 
chase and brand to his wife, but 
men in upper income brackets 
tend to dictate the brand, and 
often buy shirts themselves. 

Advertising men buy their own 
shirts by nearly a 77% majority. 
Admen also pick their own ties, 
and 72% buy them, against 44.8% 
for the average man; 88% of the 
admen buy liquor, compared to 
83.7% for the average man (wives 
made 10% of purchases in each 
case), but only 29.6% of the ad- 
men made the most recent pur- 
chase of a cola drink, while the 
average man did in 35.8% of the 
instances. 


Will Telecast Sports Events 

R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., through 
William Esty Co., will carry tele- 
casts of 40 major Madison Square 


| Garden events this season over the 


CBS East Coast video network. 
Track meets, basketball games and 
a rodeo are among the attractions 
which may be seen in New York, 
Baltimore and Philadelphia. 


Here are the 


Courtesy Driving 
Awards Feature 
Rislone Campaign 


Waupun, Wis.—Featuring a lo- 
cal “courtesy driving crusade,” 
Shaler Co. has launched separate 
campaigns in Milwaukee, Mem- 
phis, Minneapolis and St. Paul t 
boost sales of its Rislone, the “oil 
alloy.” 

W. S. Coles, 
president of the company, said 
plans have already been mapped} 
to extend the promotion to ever) 
major market in the country and 
that if initial results “justify our 
expectations, the over-all plan 
gets the go-ahead signal.” 

The localized promotion includes 
large-size newspaper ads, to ap- 
pear frequently throughout thi 
month-long campaign, and daily 
radio announcements calling at- 
tention to the newspaper copy and 
the courteous-driving awards 
Traffic observers watch for acts 
of driving courtesy and _ license 
numbers of these drivers are pub- 
lished. Letters notify each drive! 
that he has won an award—a quart 
of Rislone to be added to the oil 
in his car. Local safety bureaus 
are cooperating in the drive. 

Shaler has given distributors 1! 
each area a packaged promotion 
to be directed through retail out 
lets. Point-of-sale displays an 
a “money-back guarantee of fee! 
able smooth-driving difference " 
10 miles” are featured by the re 
tailers. 

Hoffman & York, Milwaukee, * 
the agency. 


Field's Names Three V. P.s 


David W. Davidson, gerer 
merchandise manager in charze © 
home furnishings, Paul M. Ham: 
maker, general merchandise 12" 
ager in charge of the appare! an¢ 
accessories division, and John 
Kinlay Jr., merchandise mar i8¢ 
in charge of the New York buyin 
office, have been elected divis 0n® 
vice-presidents of Marshall * ie 
& Co., Chicago. 


Victor Promotes Beam 


E. James Beam has been nme 
manager of sales promotion © 
Victor Adding Machine Co., Ch" 
cago. Prior to joining the comp@™) 
in 1947, he was copywriter * 
Marshall Field & Co. and m% 
western advertising manager ° 
Preview Publishing Co. 


executive vice- 3’! 
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(ias Industry 
Plans Big Water 
Heater Campaign 


(Continued from Page 1) 

the water heater division of the 
AMA to head the program. Mr. 
;orman, on the West Coast for the 

st 20 years, is moving to New 
rk to take over the job. 
One feature of the drive already 
anned is a merchandising award 
ntest, with prizes for dealers 
selling the most ranges. The con- 
test will be on a sectional basis, 
with nine geographical divisions 
aid out, and ten prizes in each 
section for dealers, utilities and 
liquified petroleum gas _  distri- 
butors. 

In his address, Mr. Robertshaw 
reported that the gas range pro- 
gram will be tied up with the 
slogans “Smart Cooks Know Gas 
Has Got It,” and “For that Cook 
Book Look, Gas Has Got It.” 

AGA will distribute a 20-page 
dealer brochure to approximately 


~“~a Ao 


through: Better Homes & Gardens 
and 60 department stores through- 
out the nation which will offer the 
plans to customers. 

Its kitchen—all gas, naturally— 
is designed from the results of 
kitchen surveys undertaken by 
Servel. Range and refrigerator are 
close together, since “75% of kitch- 
en traffic is between these two 
appliances.” 

Servel is also introducing two 
new water heaters and a new re- 
frigerator, all of which will be pro- 
moted extensively. Plans, however, 
are in the formative stage, particu- 
larly for the brand new heaters. 

For the first time since the war, 
Servel will go after the farm mar- 
ket with advertisements in Cap- 
per’s Farmer, Country Gentleman, 
and Household. With production 
up somewhat over recent years, 
the company is willing to allot 
some of its production to bottled 


gas users. 

No definite plans have been 
| unveiled for the water heater cam- 
| paign, other than that the adver- 
tisements directed toward the 
farmer will include both heater 
and refrigerator appeal. 

The new refrigerator, the “W- 
700,” contains seven cubic feet of 
storage space in a box the same 
size as the six-cubic-foot refriger- 
ator. Advertising will be pinned on 
that fact, plus the increased frozen 
food storage space. 

As to appropriations, “as much 
if not more” will be spent on 
full-page color ads in various 
magazines as was expended last 
year, Servel said. 


L. A. Papers Hike Prices 
to 7¢; Others Also Up 


The newsstand prices of the Los 


Angeles Examiner, Herald & Ex- 
press, News and Times have all 


been raised from 5¢ to 7¢ with 
corresponding increases in home 
delivery rates. The forthcoming 
Los Angeles Mirror will be sold 
for 5¢. 

The Gazette, Worcester, Mass., 
and the Call and Chronicle, Allen- 
town, Pa., have increased their 
single copy prices from 4¢ to 5¢ a 
copy. 


Aitkin-K ynett Appointed 
Aitkin-Kynett Co., Philadelphia, 
has been named to direct the ad- 
vertising of Detroit Aluminum & 
Brass Corp., Detroit, manufacturer 
of babbitt-lined motor bearings. 


1200 West Lake Street 
phone TAYlor 4260 
Chicago, Illinois 


? 30,000 dealers under the plan, and t 
} a “certified performance” broad- : : | 
3 side will be sent to 50,000 dealers Each key oes a Spectl C JO 
including the LP gas dealers. ' 
ence all : 
— s “These coordinated promotions 
will stress the possibilities of sell- 
ing top-of-the-line ranges and will | 
| attempt to upgrade dealers’ range ' 
sales,” said Mr. Robertshaw, who : 
is president of the Robertshaw- : 
Fulton Controls Co., Greensburg, 
Pa. “Manufacturers will tie in to 
jn this program by using the themes : 
ig a lo-@of the campaign in their adver- | 
rusade,” @tising, and, in addition, will issue ; 
separate special promotions. ) 
, Men- “The AGA will continue its 
Paul t tional ‘Gas Has Got It’ advertis- 
the “oiling through 1949 on ranges, using 
idvertisements of the same type 
e vice-M@vhich they have been using so | 
ry, said @puccessfully in 1948. Manufac- | 
mapped ™Urers’ ranges will continue to be) 
to every ™ecatured with their brand names, | 
itry andjnd manufacturers will spend ap- | 
tify our proximately three times the AGA | 
111 planf#udget in national advertising, so | 
hat the total amount spent in 
includes#e2nge national advertising will | 
, to ap-ggcome to approximately $2,500,000.” 
out the In addition, Mr. Robertshaw | 
nd daily Paid, GAMA will continue its deal- | 
ling at-@fer advertising on automatic ranges | 
copy and—pPuilt to certified performance stan- | 
awards @cards. Ten dealer publications in 
for actshe gas range and LP field are 
| licensef#>eing used along with two in the 
ee FP eet 8 eC einem 
*h drive! = Fr 
—a quari*® (he “Flame of Freedom House,” 
o the ol promoted jointly by Servel, Inc., 
bureaus : Evansville, Ind., and Better : 
. f 1e hd e . 
aes in re: om tie cones take Saute more effective Get the key that’s cut out for the job, that fits in the groove, 
romotion /2y GAMA and the American Gas because that turns the trick. Then it’s a snap to open the door and walk right in. 
stail out-MBAssociation, which held its 30th ; " ‘ een ‘es 
ays an¢@en: ual meeting here last week. they re more >» Each Haire publication is cut out to doa specific job for you. 
> of feel Tre $15,000 home, complete with . > ” . sali , says ‘* ; ”’ to a speciali " 
etive Ma-SREE aE eleianing ene. | sell-ective Each is the specialized key that says ‘‘open sesame’”’ to a specialized market . 
y the regen ~was set up in replica on the | 
or vention Hall stage—at a cost | 
raukee, Sef 40,000. The stage would not | 
Siar | the weight of the house as 
“es gned for occupancy, so all + . 
Ps bric <s in the eee a is te The Specialized Merchandising Magazines 
gel eraf/m"@ » of plywood. And, not being 
charze “—*  e-fabricated structure, the 
M. Ham-gfos building had to be torn 
lise 1a! Mov | and junked at the end of the 


— Me HOUSE FURNISHING REVIEW - HOME FURNISHINGS MERCHANDISING - LINENS AND DOMESTICS + CROCKERY AND GLASS JOURNAL 


ae a S rvel’s chief interest in the CORSET AND UNDERWEAR REVIEW + FASHION ACCESSORIES + INFANTS’ & CHILDREN’S REVIEW + HANDBAG BUYER 
r uyite - , aie: . 3 
divis ong" * is the air conditioning unit LUGGAGE & LEATHER GOODS + NOTION AND NOVELTY REVIEW + AIRPORTS & AIR CARRIERS + COSMETICS AND TOILETRIES 
hall Fielé .umerous gas appliances. The 


nditioning system is designed 
at the house in winter and 
° it in summer, and Servel 
en nome ‘a s that it “costs no more, in 
of ng run, than a good furnace.” 
ings in the elimination of ex- 
“Ve \on, porch, screens and storm 
Fash offset the cost of the unit, it 
- of ‘de lared. 
anag¢ T) » one-story, four-room house 
vill be promoted generously 


HAIRE PUBLISHING COMPANY « 1170 Broadway, New York 1 « Boston « Pittsburgh * Chicago « Detroit » St. Louis » Los Angeles « Atlanta « London 


— | oe 
| | | w. Ot Commun expe: s te a . "7 | i 
“ht o Ady A t so : 
cen 
ie _— ; 
- — NY _ 
ie ! i : 
AX: J Ae 
\N x : ; 
a) 
SS >> ay cee yell! i | ee 
] WALKER COMPANY | 
’ 
TWHIDITO 
| wa , 2: » = . TT o™ a ‘ 
a we ao 7 ” , 
igit oe = gi 
. | ts 
i rire 
ae a | 


Ame ta 


~~ - -—we 


fa ed a 


“48 


Gardner Adds to PR Statt 


Gardner Advertising Co., New 
York, has appointed five to handle 
the public relations end of the 
U. S. Army and U. S. Air Force 
recruiting service account. They 
are: Alwyn W. Knight, who will 
head the PR operation in New 
York; Clayton G. Going, who will 


MONEY -MAKER 


Send us your weakest ad. Skilled “ad 
doctor” will return it within 6 days, 
converted into “‘selling-in-print.” You 
may be surprised at how quickly we can 
step up lagging reader-action. Modest 
cost on guaranteed-result basis. Air mail 
it today to Box 7181, ADVERTISING 


Ace. 830 W. 42nd St., New York 18, 


| serve as Mr. Knight’s general as- 


sistant; Gladys R. Scott, in the 
New York office; Edgar Swasey 
and Allan Paris, Washington office. 
All were formerly with N. W. Ayer 
& Son. 


Breath-O-Lator to Chicago 


Sigma Products Corp., New 
York, launched a campaign for 
Breath-O-Lator in the Chicago 
market with a full page in the 
Chicago Sunday Times Oct. 10 for 
Steinway Drug Stores. This will 
be followed by a similar coopera- 
tive effort by Marshall Field & Co., 
Mandel Brothers, Carson Pirie 
Scott & Co. and Wieboldt Stores. 
Sherman & Marquette, Chicago, is 
the agency. 


since four of Montgomery Ward 
& Co.’s nine vice-presidents re- 
signed—and the empty spaces 
left behind in the executive of- 
fices are still giving forth echoes. 
So far, only one of the vacated 
positions has been filled, by the 
appointment of W. H. Sahloff as 
vice-president for general mer- 
chandising, the office resigned 
by Lawrence H. Odell. 


** 


The boys at Batten, Barton, Dur- 
stine & Osborn are making no 
official predictions, but some of 
their friends are guessing that 
within two years BBDO’s billings 
will be larger than J. Walter 
Thompson’s. 

This would take a bit of doing. 
BBDO billed nearly $60,000,000 in 
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Pennsylvania has been a great farm market! 


Talk about an old, established b 


sylvania was a great farm state when most 


others weren't even known. 


But it isn’t age alone that gives Pennsyl- 
vania a STABILITY rarely found in other 
Look at the num- 


“upper third” farm states. 


ber of markets! Pennsylvania 


keting centers, almost triple the 


So Pennsylvania farmers spend less to sell 


Golden Crescent Stability 


“your best profit hedge in the farm market” — 


No farm area of equal size and wealth can match the stability of 
The Golden Crescent. 
. @ larger variety of products. 


FARMER, T 


the u ps and de 
write W101 


PENNSYLVANIA FARMER, Harrisburg 


} Rockwell Ave., 


usiness ! Penn- 


Notice we 
farmers aren’t 


all year ’rounc 


has 995 mar- With so ma 


U.S. average! keep widely ir 


It has greater age . . . more market ce 


HE OHIO FARMER, and PENNSYLV A 


FARMER, The Golden Crescent safeguards your profits through 


nens of the farm market. For further inform 
Clereland 14, Ohio. 


THE OHIO FARMER, 


MICHIGAN FARMER, East Lansing 


their products- 


any one product... 


Served by MICHIGAN 


Cleveland 


save more to buy yours. 


say productS—plural. These 
tied to the ups and downs of 
they have a money crop 


1! 


ny crops, of course, they must 
out of 10 


iformed. They do—7 


read PENNSYLVANIA FARMER. 


Mie f ARMER ; 


nters 
NIA 


ation 


Seated 


AM oP ay Rata Ss pi, I EE ioe 

PDaivcte hia 

tri. Ps as * A ite - ae ee a 
Several months have passed;1947, ranking fourth in AA’s an- 


nual listing, after Thompson, 
Young & Rubicam and N. W. Ayer. 
JWT’s total was $103,000,000, of 
which about one-fifth was foreign. 

Although BBDO may pass $75,- 
000,000 in 1948, with such additions 
as Lucky Strike and Rexall Drug 
and growth of accounts already 
in the house, JWT is reported as 
going at a $120,000,0000 clip. With 
about $95,000,000 of this probably 
in domestic billings, JWT would 
still rank well ahead as the largest 
“American” agency. 

All of BBDO’s 11 offices are in 
the United States. 


* * *& 


What with premiums, super con- 
tests, and stronger-than-ever ad-| 
vertising claims, soap’s Big Three 
—Procter & Gamble, Colgate- 
Palmolive-Peet and Lever Broth- 
ers—are spending record adver- 
tising sums this year. Recent sur- 
veys indicate that one major cause 
—or maybe it’s the major result— 
is a continuing decline in soap 
brand loyalty. 

Consumer turnover of some 
brands is as high as 30% a year. 
In other words, in a period of three 
years, such brands lose, and re- 
place, all their buyers. 

* * € | 


Reports that railroader-movie 
man Robert R. Young is investing 
in the veteran book publishing 
house of Henry Holt & Co., New 
York, are not true. However, 
Robert McKinney—investment ad- 
viser to Mr. Young and to Allen 
P. Kirby, whose Woolworth mil- 
lions helped to put R.R.Y. on top of 
Alleghany Corp., which controls 
C&O—does have an interest in the 
Holt firm. 


‘Amos ‘n’ Andy’ Delayed 
“Amos ’n’ Andy,” originally 
scheduled to have started the fall 
season on CBS Oct. 7, has been 
postponed until this week. Lever 
Bros., sponsor of the show, did not 
reveal ithe reason for the delay. 


Schmidt Joins Atlas Chain 


O. W. Schmidt, formerly sales 
manager of Shafer Bearing Co., 
Downers Grove, Ill., has been ap- 
pointed central states district sales 
manager of Atlas Chain & Mfg. Co., 
Philadelphia, with headquarters in 
Chicago. 


Advertising Age, October 11, 194 


Each of Armstrong’s 
Ads to Promote All 
5 Floor Coverings 


LANCASTER, Pa.—The Armstrorg 
Cork Co. is launching a campaign 
this month featuring five different 
types of resilient flooring mi- 
terials. Prior to this time Arm.- 
strong has advertised separate y 
the quality and advantages of each 
of its five types of materials. 

In the new ads verbal battles 
between customers, bringing out 
the different qualities of the fi 
floorings, carry the sales message 

The ads appear in Newsweek 
The Saturday Evening Post and 
Time and a business paper cam- 
paign is scheduled for Americar 
Druggist, Men’s Wear, Moder 
Beauty Shop, Modern Hospital 
Nation’s Schools and Restaurant 
Management. Announcements of 
the campaign are appearing in 
Flooring Retailing and Rug Profits 
Batten, Barton, Durstine & Osborn 
New York, handles the account. 


Mystic Hand Cream to Cohen 


Whitehall Pharmacal Co., New 
York, has appointed Harry B 
Cohen Advertising Co., New York, 
to handle advertising for Mystic 
hand cream. 


If it’s fine detail 


you demand... 
then try 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


You 
~~ ton't 
heed an 

atom bomb 
to hunt ducks 


Qne shotgun, a few shells, and good aim is all 


you need. Advertising 
as simple as that. Costl 
is the atom bomb-duck 


to business men is 
y mass circulation media 


technique. Kiwanis 


Magazine offers you the two top leaders in the 


dozens of business classifications in over 


2800 American communities. Write us 


for details and rates. 


PUBLISHED FOR COMMUNITY LEADERS 


520 N. MICHIGA » AYE 
CHICAGO 11, 
ILLINOIS 
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Appliance Sales 
ead for Slump, 
oore Predicts 


\/ASHINGTON—A Commerce De- 
partment study of the outlook in 
he electrical appliance industry 
varned recently that the industry 
s over-expanded at the manufac- 
uring and retail levels, and that 

thinning out” is inevitable in 
he not-too-distant future. 

An analysis prepared by Thorn- 
on B. Moore of the general prod- 
cts division, Office of Domestic 
ommerce, shows increased com- 
petition in almost every appliance 
ine, the most dramatic being in 
ome and farm freezers, produced 
by only three firms in 1941 but 
by 92 in 1947. 

A display of all makes of ap- 
pliances produced in 1941 would 
nvolve 680 items, Mr. Moore says, 
but the same display for 1947 
yould contain 981 items, 539 of 
hem produced by companies not 
nanufacturing them before the 
var. 

In addition to home freezers, the 
resh competition is particularly 
oticeable for automatic washing 
iachines, dishwashers, automatic 
oasters, garbage disposers, clothes 
Hryers and electric bed covers. 


“It appears that the electrical 
bppliance manufacturing industry 
as over-expanded, certainly in 
ome lines, and that the months 
bhead will find fading out of the 
picture the less efficient producers 
bnd those new manufacturers who 
sre unable to develop some degree 
bf public acceptance for their 
product. 

“Name brands undoubtedly will 

ve the best chance for survival, 
lthough it wouldn’t be surprising 

Wf some of the long established 
rms that are venturing into the 
lectric appliance field for the 
rst time find the going rough 
nnd decide to abandon their newly 
hdopted side-line.” 


* ™ Mr. Moore estimates that the 


Mpumber- of household appliance 
mend radio stores has increased 
8% since 1941, compared with 
‘nly 9% for retailing generally. 
mie agrees that “it is very probably 
rue that there are too many 
ealers today and that the months 
ahead will see the elimination of 
nany stores that are financially 
veak or poorly operated.” 


On the other hand, he sees room 
for considerably more dealers than 
orewar for at least three reasons: 

1. The percentage of electrical 
itilities merchandising appliances 
s down (62% in 1945, 54.5% to- 
lay), making room for additional 
listribution through dealers. (He 
reports approximately two-thirds 

f the output of appliance makers 
following normal distribution 
hannels from manufacturer to 
Wholesaler to retailer and con- 
sun er.) 

2. Trend toward suburban shop- 
pins creates openings for small 
dea ers in outlying sections. 

3. Expanded market for appli- 
ances, 

Ir addition to increased income 
anc pent-up demand, Mr. Moore 
Pol! s to increased electrification 
as major marketing factor for 
the .ppliance industry. 

_E- reports 6,000,000 more resi- 
“en al electrical customers than 
nN 942—a 23% increase in po- 
‘ental market. He anticipates 
‘urt.er expansion as urban build- 
Ng 5ooms, and power service is 
TO. sht to some 1,500,000 more 
‘ure residents. With refrigerators 
wn d by 24,000,000 families and 
~ ng machines by 21,000,000, 
“". Moore visualizes a $1 billion 
far'y replacement business for 
APpli ances. 


Keogh Heads Frisco Office 


Frank B. Keogh is in charge of 
new San Francisco office of U. S. 
News & World Report and not 
Miller Holland, as was reported 
in the Sept. 27 issue of AA. Mr. 
Keogh also is in charge of the ad- 
vertising department activities in 
the Pacific Coast area. Mr. Holland 
has been assigned to the San 
Francisco office. 


Carlson Is Program Chief 


W. Richard Carlson has joined 
Station WRUL, Boston, as pro- 
gram director, not the continuity 


department as was reported in the 
Sept. 20 issue of ADVERTISING AGE. 
Mr. Carlson is writing and pro- 
ducing a series of eight programs 
on the United States presidential 
election to be beamed by the 
World Wide Broadcasting Founda- 
tion, owner of the station, to coun- 
tries overseas. 


Bocon Appoints North 


Murielle H. North, formerly with 
Roy S. Durstine, Inc., has been ap- 
pointed manager in charge of ad- 
vertising and public relations of 
Bocon Chemical Corp., New York, 


manufacturer of Boconize, a new 
durable mothproofing compound. 


Howland to Street & Smith 


Richard Howland, formerly pro- 
motion manager of Redbook, has 
been appointed director of adver- 
tising promotion of Street & Smith 
Publications, New York. 


Gets Peanut Butter Account 

Clements Co., Philadelphia, has 
been appointed to direct the ad- 
vertising of Wilmar Mfg. Co., 
Philadelphia, maker of Wilmar 
peanut butter. 


49 
Hackmeyer Joins WCOP 


Irving Hackmeyer, formerly an- 
nouncer on Station WMEX, Bos- 
ton, has joined the sales staff of 
Station WCOP, Boston. 


“PHOTOSTATS IN COLOR” 
@ RABBIT PRINTS for sales promotion and 
other uses. Natural color photographic 
prints from $3 each—plus small prepara- 
tion charge. 10 prints minimum. Any size 
up to 16"x20". Fast service, and om 
+ file why we call them RABBI 


Thomas 8B. Neble Associates 
302 East 45th Street, New York City !7 
LExington 2-4947 


For solid coverage of the whole 
Billion Dollar Sacramento Trading Area 


KFBK SAC 
GOES TO 50,000 wars 


(EFFECTIVE NOW) 


AMENTO 


O 


mento became one 


How good a market 


.. worth $765 Million 


SACRAMENTO TRADING AREA 


SERVED BY KFBK 


of frequency. 


KFBK 


50,000 WATTS 1530 


SACRAMENTO, CALIFORNIA 


KC ESTABLISHED 1922 


Affiliated with the American Broadcasting Company 
Paul H. Raymer Company, National Representative 


N OCTOBER 2, 1948, at 5 PM, KFBK Sacra- 


of the most powerful sta- 


tions in the country. KFBK boosted its power to 
50,000 watts for one reason: to solidify its cover- 
age of the 21-county Sacramento Trading Area. 


is this part of Northern 


California? According to Sales Management, it’s 
worth more than $1 Billion in gross buying power 


in annual retail sales. In 


population it outranks Pittsburgh. 


Now, KFBK will broadcast a strong, clear signal 
into every corner of this rich market. And listeners 
will get KFBK’s topflight programs at the same 
position on their dials—there has been no change 
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“AVUST!A.EW PACKAGE 
Ve REALLY aia 
CRACKERS Gf - DOWN 
TO THE VERY LAST CRACKER! 


Solerno Saltines 
now protected by 


* NEW moisture. 


not only protects Salernos to the 
last lone saltine but can thereafter 
be used as a moisture-proof wrap 
for other foods. 


@ Salerno is promoting the new 
package here, in Milwaukee and 
Buffalo in large-space newspaper 
ads and outdoor posters. In addi- 
tion, two WGN programs, “Robert 
F. Hurleigh and the News” and 
“The Shadow” are used in Chicago. 
Schwimmer & Scott handles the 
account. 

The cellophane packaging is per- 


haps the most significant develop- 
ment in the field since the time, 
nearly half a century ago, when 
National Biscuit Co. first put 
crackers in a package and caused 
the decline of the cracker barrel. 

Initial chain store prices on the 
new wraps are 25¢ for the Salerno- 
Megowen package, and 27¢ for the 
Schulze & Burch product. 

The new packages by S&B and 
S-M are available in different 
areas: Flavor-Kist saltines are sold 
in Wisconsin, Illinois, Iowa, Mich- 
igan, Jndiana, Minnesota, Nebras- 


ka, Kansas and Kentucky, while 
Salerno saltines, butter cookies, 
fig bars and graham crackers are 
sold from Chicago to the Eastern 
Seaboard. Salerno has its own dis- 
tributors in Chicago, Milwaukee 
and Buffalo; elsewhere its products 
are separately advertised by dis- 
tributors in each marketing area. 


Issues Offset Scrapbook 

J. B. Sebrell Corp., 300 S. Los 
Angeles St., Los Angeles, has pub- 
lished an “Offset Scrapbook of Of- 
fice Forms & Advertising Ideas.” 
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The 17x22” 50-page book contains 
proofs of all types of invoices, 
statements, purchase orders, de- 
livery memos and other business 
forms, as well as advertising slo- 
gans, illustrations, etc. The book 
is available at $6 a copy. 


Hotchkiss Ups Dickneider 


William C. Dickneider, sales 
manager and assistant to the presi- 
dent, has been appointed vice- 
president and director of sales and 
marketing of E. H. Hotchkiss Mfg. 
Co., Norwalk, Conn., manufacturer 
of staplers and related products. 


(CONT.) — Recently Schulze & Burch 
launched its 4-in-1 cellophane-covered salt- 


ine package, expecting no competition for 
months (AA, Sept. 27). But Salerno- 
Megowen Biscuit Co., Chicago, already 
has opened a drive in newspapers and 
radio for its celloph ked saltines. 


p 


Schwimmer & Scott is the agency. 


Cellophane Sealed 
Saltines Introduced 
by Salerno-Megowen 


Cuicaco—It has become doubly 
clear that the days of the soggy 
saltine are numbered 

The first intimation of this for 
the cracker-loving public came 
last month when Schulze & Burch 
Biscuit Co. announced a new 4- 
in-1 pack of its Flavor-Kist salt- 
ines (AA, ‘Sept. 27). Its pound 
box contains four moisture-proof 
cellophane packs, insuring that 
when the last of the crackers are 
reached they will still crack, not 
bend. 


ws This “biggest cracker news,” as 
Schulze & Burch calls it, already 
has been corroborated by Salerno- 
Megowen Biscuit Co. here, with 
announcement of its “new package 
that really keeps crackers fresh— 
down to the very last cracker.” 
Salerno saltines, it develops, are 
also available in a new cellophane 
wrap. The latter is something spe- 
cial—a heavy, flexible bag which 


$7,000,000 
IN PISTON RINGS 


Of the billion and a half dollars spent 
by Motor-Freight Carriers last year, 
$7,000,000 went for piston. rings. 
How much of this business did you 


’ get? If you'd like to get more, adver- 


tise your wares in TRANSPORT 
TOPICS, the publication nine out of 
every ten For-Hire Truckers read and 
prefer. 16,000 paid copies weekly ;— 
45,000 third-Monday distribution. 


@ 


Grausport Gopics 


The Notional Weekly of the Motor-Freight Carriers 
Washington 6, D.C. 
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eee eeeeeeseseeee --+- Or perfume to power plants. There are 
types of markets that business papers don’t 
reach, don’t try to reach, don’t claim to reach. 
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Five ABC Atftiliates 


Get Power Increases 


The following American Broad- 
casting stations have received FCC 
authorization for power increases: 
KITO, San Bernardino, Cal., from 
1,000 to 5,000 watts; KTMS, Santa 
Barbara, Cal., to 1,000 watts night 
and 5,000 watts day; 

WAGE, Syracuse, to 1,000 watts 
night and 5,000 day; KRBC, Abi- 
lene, Tex. (now operating full time 
on 250 watts), to 5,000 day and 
1,000 night, and WMRC, Green- 
ville, S. C., from 250 watts to 
5,000 watts full time. 


‘Picture Post’ Will 
Offer Advertisers 
Retailer Tie-in 


Lonpon—One of Britain’s fore- 
most weekly illustrated papers, 
Picture Post, is borrowing a page 
from its U. S. contemporaries and 
will offer major advertisers a mer- 
chandising tie-up through retail 
stores. 

The plan, tested here last month 
with a single advertiser, will go 


into effect Jan. 1 and will be made 
available to users of color pages 
in the Picture Post. The merchan- 
dising scheme resembles the pro- 
motions built up by Life in co- 
operation with Koret of Califor- 
nia and Kroger stores. 

Picture Post tried out the plan 
with the manufacturer of Joyce 
Alert shoes, under the general 
slogan of “Back to School in Joyce 
Alert.” Retailers who stock these 
shoes were offered two displays, 
one reproducing a Joyce color page 
in the publication with the remin- 


der “You saw this advertisement 
in Picture Post Sept. 11, 1948,” and 
the other a reproduction of the 
Picture Post front cover, with the 
phrase “This is the issue in which 
you saw these Joyce Alert shoes 
advertised.” Dealers also were 
given folders explaining the tie-in 
and booklets to distribute to cus- 
tomers. Labels tied to each pair of 
shoes said “Just as you saw them 
advertised in Picture Post.” 
Nearly 500 stores cooperated in 
the test, and one of them, Saxone’s 
of Glasgow, reported an all-time 


engineers! 


_ On the other hand, a business man reads business 
papers because the information they contain keeps 
him posted on what’s new and important, on things 
that vitally affect his business. If the products 

you make are useful to that man in his business, 
then your advertising should also interest 

him. When a reader is willing to spend his money 
for a magazine, you can be sure it’s because 

he wants to read its articles— and its 


If your McGraw-Hill man hasn't yet given you your copy of the new booklet, “Orders 


ASO@QUART ERS F 


advertise diapers 


advertising. Readers pay to read McGraw-Hill 
magazines—the acid test of their judgment of a 
publication’s editorial quality. 
The McGraw-Hill man can demonstrate how 
efficiently and economically you can blanket your 
market with business paper advertising. He can assist 
you in making advertising plans with data from 
McGraw-Hill’s Space Check, from market research 
studies in your products’ fields and many other 
ready-to-use services. He can show you how a 

sound program of business paper advertising can 
increase your sales at lowered costs. 


McGRAW-HILL PUBLICATIONS 


330 WEST 42ND STREET, 
Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 


NEW YORK 18, N. Y. 


record of 250 pairs of Joyce shoes 
sold in a single day. 

Picture Post is the first British 
publication to adopt the plan, 
though it has been used on a much 
more moderate scale by manufac- 
turers themselves. Cost of the ser- 
vice to advertisers will depend 
upon the product, but will be 
“purely nominal,” the publication 
explained, since Picture Post ex- 
pects to lure as many prospective 
readers to store windows as it 
draws customers for the products 
shown. The publication now lists 
net sales of 1,229,788 copies, but 
cites an independent readership 
study which set the actual num- 
ber of readers per issue at 
8,160,000. 


Chevrolet Boosts Mays 


L, N. Mays, head of the business 
management department, has been 
appointed sales promotion mana- 
ger of the Chevrolet Motor divi- 
sion of General Motors Corp., De- 
troit. He succeeds J. K. Swisher, 
who has been transferred to the 
staff of T. H. Keating, general sales 
manager of Chevrolet. 


theres a 
reason 


for 


Young homemakers make 


up today’s biggest 


buying market... 


bar none! 


Speak to them ae ane 
directly through 
the pages of 
their own 


homemaking guide... 


EMOISELLES 


IVING 


the magazine for “eae j 
smart young homemakers 


A Street & Smith publication 
122 East 42 Street, New York 17 
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Takes Issue With Woolf 
on Women’s Purchases 

To the Editor: James D. Woolf 
talks (in Ap Ace Aug. 30) some 
“non-sense” in his column “Sale- 
sense in Advertising” (registered). 

He is, to give him doubt’s bene- 
fit, a victim of the old bromide— 
“Women account for 85% of retail 
sales.” (Aside to you, Mr. Editor. 
See ad Pages 22, 23 and 52 of your 
Sept. 6 issue.) 

I quote Mr. Woolf: “It is difficult 
to think of an article of merchan- 
dise that is not bought either for 
or by a woman.” How about sup- 
porters, the old man’s lunch, base- 
ball tickets, his cigars, her watch, 
anti-freeze, spark-plugs, tires, etc. 
for the car, her investments, flow- 
ers for her. 

Since it depends on whose axe is 
to be ground we at True, The 
Man’s Magazine, would like a turn. 
At great expense we employed the 
research firm of A. S. Bennett As- 
sociates to get the real facts of the 
“Male vs. Female Influence in 
Buying and Brand Selection.” 

Without going into details of 
methods, suffice it to state that Mr. 
Woolf is all wet unless he wants to 
take issue with A. S. Bennett As- 
sociates and their precision sample 
technique. 

Here is one chart that gives the 
influence score on 65 different 
products—the whole report is now 


This department is a reader’s f 
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in print and available on request— 
and certainly shows that we men 
still have hold of at least one purse 
string. 

GirrorpD W. PLUME, 
Advertising Manager, True, 
The Man’s Magazine, New 
York. 

The chart on buying influence to 
which Mr. Plume refers is repro- 
duced elsewhere in this issue of AA. 


Pre-tab Industry Not 
‘Drooping,’ Steidle Says 

To the Editor: I read with some 
degree of irritation the article on 
Page 6 of the Aug. 30 edition of 
your fine magazine, ADVERTISING 
AGE. 

The irritation is not due to the 
publicity given to a non-member 
of this association but rather to 
still another promise of “things 
to come” and more especially to 
the undeserved remarks about 
home prefabrication as a “droop- 
ing” industry and the self con- 
fessions of some members that 
the industry is in “terrible shape.” 

It was a “drooping” industry 
for the two or three hundred peo- 
ple that flocked to Washington in 
1946 when the Wyatt administra- 
tion in NHA promised war plants, 
materials priorities, and large fi- 
nancial loans to everybody with 
a quick tongue and a vivid imag- 


Where else bes the 
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Can the national advertiser reach 
every newspaper reader in a rich 
metropolitan city area of over 
500,000 population for as little 
as 55c per line daily and 50c 
per line Sunday ? 


. Z oe 
it — ee 


The Courier-Journal 
and Louisville Times 
give their advertisers 
15%,-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 


area, 


335,585 DAILY @ 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


268,044 SUNDAY 


ination. On top of that they guar- 
anteed markets for many houses 
that had no public acceptance 
which were to be made by peo- 
ple without experience. 

The net result was the produc- 
tion of fewer than 3,000 houses. 
After dropping six or eight mil- 
lion in RFC funds —to say noth- 
ing of the large sums required 
for administration and final mop- 
ping up of these contracts — 
Wyatt and his housing dreamers 
gracefully withdrew, but the ep- 
isode was very detrimental to 
the progress of home prefabri- 
cation. 

The several hundred “so called” 
prefabricators didn’t fail in the 
business of producing good pre- 
fabricated houses — they just 
failed to get up to the public 
trough in time. For the most part 
they had no experience and little, 
if any, financing, and their imag- 
inary companies evaporated as 
quickly as they had developed. 

It is true that there has been a 
reduction in the number of com- 
panies engaged in the production 
of houses and other buildings 
from the wartime peak of 160 to 
perhaps 80 at the present time. 
In 1910 there were 52 companies 
that withdrew from the manufac- 
ture of automobiles and in 1916 
there were still 276 companies 
making passenger cars. Today 
there are a dozen, or 15 at the 
most, who are responsible for al- 
most the entire output, yet no one 
has recently claimed that the 
automobile industry is doomed to 
failure. 

If the prefabricated homes in- 
dustry is in “terrible shape” it is 
only in that condition for those 
sharp-shooting, unscrupulous out- 
fits that have tried to take advan- 
tage of the present housing shor- 
tage in their unsuccessful efforts 
to foist a lot of cheap, sub-stan- 
dard, poorly made houses on an un- 
suspecting public to the accom- 
paniment of a lot of “ballyhoo.” 

Those manufacturers of prefab- 
ricated homes who are in the 
business to stay have their oper- 
ations backed with capital assets 
of more than $75,000,000 and 
have, up to July 1, produced ap- 
proximately 150,000 permanent 
homes. 

Statistics show a. steady in- 
crease in employment, with a 
July 1948 payroll of more than 
$990,000. 

A group of 31 companies that 
furnished statistical data which 
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Dear Friends:— 


ticularly on your boss. 


GOLDEN ANNIVERSARY 


Thanks @ million for your very kind letter written when | retired 
recently, Am ‘taking this occasion, which is important to me only, to 
acknowledge it. Incidentally, the first fifty years are the hardest, par- 


a Me 


yh 


¥. 


=e 


‘September 11, 1048 


Cordially, 


FOND FAREWELL—Frank E. Wescott, who retired recently as advertising director 
of the Gary, Ind., Post-Tribune after many years of service, sent out this uncon- 


ventional thank-you note to acknowledge best wishes from friends. 
50th anniversary in the newspaper business. 


It marks his 


1947 showed a production increase 
of 26% for the first half of 1948 
over that of the corresponding 
period of last year. 

There are many other indica- 
tions of the steady progress of the 
industry including the growing 
acceptance of prefabricated homes 
by home builders, financing in- 
stitutions, building inspectors and 
home buyers. 

This acceptance has been built 
around emphasis by members of 
this group on better dollar value 
to the home buyer and the banker. 
It is also built on “quality stan- 
dards” set up at the request of this 
association and published by the 
National Bureau of Standards. Of 
equal importance was the job of 
selling the home builder on the 
merit and economy of using pre- 
fabricated house parts and making 


could be compared with that of 


him the local representative of a 


highly reputable manufacturer. 

Greater productivity in the field 
of housing through improved tech- 
nical processes—in other words, 
home prefabrication—is not in 
“terrible shape.” It is steadily pro- 
gressing as any progress is made 
—one step at a time. 

Home prefabrication needs no 
defense. It needs the thorough 
routing of all the promoters of 
schemes that are going to bring 
about a housing millenium, and 
it needs the light of publicity on 
those companies that are still 
making a desperate stand to sell 
cheap houses to an unsuspecting 
public with the idea that they can 
be easily built without the services 
of a home builder. 

Now I understand that it is im- 
possible for you to check the ac- 
curacy of every statement that 
you print, but I feel duty bound 


and 


cattle, accom 
August 16. 
an all-time high for that weight. 


in Big Aggie Land de 


Let a Katz man tell you more. 


It’s about 1,164 miles from the Clay 
the Central Public Markets in Sioux 


THIS LITTLE BEEF 
WENT TO MARKET 


HOW! 


Why take cattle to a market more than 1,000 miles away? Well, the 
Claypools are regular listeners to WNAX’s 
rect from the Sioux City stock yards. When the market’s right — Don 
Cunningham and Harry Aspleaf tell them so. Thousands of cattle raisers 
nd on WNAX for their market information. That’s 
one of the reasons WNAX is the top station in a rich five-state plus area. 


I ranch at Laurin, Montana, to 
ity, Iowa. But 50 head of feeder 
nied by owner, David Claypool, made the long trip on 
e cattle, averaging 810 lbs., brought $32.00 per hundred — 


market broadcasts di- 


5,000 WATTS — 570 KC 
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to acquaint you with the facts as 
we see them from this the national 
association of the industry that 
is devoted to the betterment of 
housing through production of 
better value. Its members are those 
45 companies located across the 
country who are not talking about 
houses but producing them. 

If you would like to see the 
character of their houses we would 
be pleased to send you some pic- 
tures of them. In any event we 
hope that your readers will be 
straightened out as to the real 
status of the prefabricated home 
industry. 

Harry H. STEIDxe, 
Prefabricated Home Manufac- 
turers’ Institute, Washington, 
><. 

asee 


Klitten Koncedes—Partly 

To the Editor: In your “Letters 
to the Editor” column of the Sept. 
20 issue of ADVERTISING AGE there is 
a letter from Mr. Phillip Klein of 
Philadelphia entitled, “Klitten to 
Klein—Koncede.” 

Klitten Koncedes to Klein... as 
far as 15 minute television shows 
are concerned. There is another 
agency in St. Louis who is spon- 
soring a half hour program on 
television and may have been 
doing so before Phillip Klein did 
his, but Klitten does not koncede 
to Klein as far as spots are con- 
cerned—and our publicity releases 
strictly said, “Television Spot Cam- 
paign”—and not television pro- 
grams. 

My regards to Mr. Klein—and 
even with all of glorious climate 
and wonderful claims of being first, 
I’d hesitate to detract from such 
a good old city as Philadelphia. 

MarTIN R. KLITTEN, 

The Martin R. Klitten Co., 

Los Angeles. 


Competition For Movies? 
A Reader Wonders 

To the Editor: Mourning Be- 
comes Electrified? 

While I am a sincere believer 
in digging deep for “reason-why” 
copy appeals to sell a product— 
how ridiculous can we get? Be- 
sides, hasn’t the pix business had 
enough to worry about with tele- 


Never hesitate 


to attend funeral 
Services at a Lain & 
Son Chapel during the 
warmest weather for your 
comfort is assured with 
Sensible Air Conditioning. 


FUNERAL DIRECTORS 


vision cutting into their market 
without having an “air-condition- 
ed corpse” take picks on their 
“come to the movies to cool off” 
sales approach? 

Horrors, man! Can’t you see 
what you’ve started? 

This could lead to chapel “dish- 
nights,” or even “double features!” 
... Oh Death! Where is thy sting? 

MILtTon M. MENDELSOHN, 

Simmonds & Simmonds, Inc., 

Chicago. 


Complains of Irritation 
Caused by Smoking Test Ad 
To the Editor: This kind of ad- 
vertising (Camel’s 30-day smok- 
ing test) puzzles me. Suppose on 
the strength of this offer I switch 
from Bull Durham and smoke a 
package of Camels every day for 
three weeks before I come to the 
conclusion that they actually taste 
like a CAMEL and I want to take 


lee ee ee 


advantage of the offer. : 

My question is how much do I 
cash in if I return 21 empty pack- 
ages, as compared with simply one 
empty package with maybe a loose 
cigaret? Also what is to prevent 
the bums from doing a lucrative 
business on the side by picking up 
empty packages along with the 
butts and sending them in for re- 
bates? 

It would be interesting—to me 
at least—to know what James D. 
Woolf or the Creative Man would 
have to say regarding this tesi 
offer. Personally it irritates more 
than my throat. 

L. R. Cochran, 

The Thames Belting Co., Nor- 

wich, Conn. 


Le Quatte Makes a Point 
on Pie Crust Mix Surveys 

To the Editor: Your Sept. 20 
issue carried on Page 43 a pie crust 
mix story under Minneapolis date 
line. We believe that this may be 
misleading because it does not give 


all of the facts. Your article states 
that “Pillsbury’s claim to distinc- 
tion as America’s largest selling 
pie crust mix won support last 
week from the newest market sur- 
vey by newspapers, with the 40- 
city study of the Illinois Daily 
Newspaper Markets.” Wouldn’t it 
be helpful for the reader to refer 
to some other surveys? For ex- 
ample, the tenth annual survey of 
the New England Market made by 
46 newspapers that is sent you 
with this letter, so that you may 
see the position of Pillsbury and 
also our own client, Flako Products 
Corp., New Brunswick, N. J. 
Three other surveys have come 
to my desk within the last few 
jays. One of them is the New 
fork Market Merchandise Inven- 
cory made by the New York World- 
Telegram; I would ask you to note 
the position of the various pie 
crust mixes in that report. There 
is also attached a recent survey 
of pie crust mixes made by the 
Washington Times-Herald. Finally. 
there is the Boston Market Month- 


ly Grocery Inventory made by the 
Boston Herald that is sent only be- 
cause it is extremely current, the 
report being made only last month. 

I thought you would like to have 
the information sent with this let- 
ter. If you need additional studies 
where our client, Flako Products 
Corp. holds a pronounced lead, I 
shall gladly supply those. 

H. B. Le Quatte, 
President, H. B. Le Quatte, 
New York. 


Mr. LeQuatte seems to have ¢ 
legitimate point. The New Eng- 
land study to which he refer: 
shows per cent of distribution only 
but gives Flako 95% against 57% 
for Pillsbury and 77% for Appk 
PyeQuick. The New York studi 
shows an average of 18 Flakc 
eight-ounce units sold per store 
for the third and fourth weeks o- 
July, far above the Pillsbury aver- 
age of 4.6 units. The Boston studi 
of 70 stores shows 27 units 0) 
Flako sold per store in August, or 
a total of 1,890 units moved, as 
against 588 for Jiffy, the next high- 


est, and 248 for Pillsbury, in third 
place. 

Sees 
Cheer for ‘Copybrighter’ 

To the Editor: (For that copy- 
brighter who is confused—(Voice, 
AA, Sept. 27) — 

Don’t feel so low li’l copybrighter, 

Stop crying bitter tears. 

For each who is a copyslighter 

Hides envy ‘neath those jeers. 

GLENN E. MAarrtIN, 


C. Wendel Muench & Co., 
Chicago. 


remember 
Business 
Associates 


Left to right: Ted Peterson, Jack Connor, Charles Johnson, Dick Cullum, George Barton, Bernie Swanson, Joe Hendrickson; (below) Halsey Hall. 


What makes a newspaper great? 


“The days of real sport’”’ are every 
day in the Upper Midwest as these 
stern-visaged sportsmen can testify. 
Sports-minded, sports-loving Upper 
Midwest citizenry rank as the hot- 
test body of sports fans in the 
nation, take sports seriously, follow 
them religiously. 

Seeing to it that the Upper Mid- 
west sports fans get what they want 
—the finest all-around, all-the-year- 
around sports coverage in the nation 
—is the responsibility of Charles 
Johnson, executive sports editor of 
the Minneapolis Star and Tribune, 
and the crew of capable, colorful 
characters pictured above. 

Right after the tintype picture 
was snapped, the boys tossed aside 
gag mustaches and trick outfits to 
swing into all-out coverage of the 
1948 football season. Starting with 
a coast-to-coast sweep of opening 
games (Minnesota-Washington at 


Seattle, California-Navy at Balti- 
more), Johnson’s airplane-hopping 
Rover Boys will have “‘staffed’’ 43 
top college games by the final 
whistle of the Rose Bowl contest, 
will have covered dozens of locally 
important state college and high 
school games, in addition. 

Each Minnesota Golden Gopher 
battle rates a thorough going-over 
by four reporters and four amazing 
cameras, the 180-picture-a-minute 
Stratolens close-up camera, plus the 
Machine gun, Super-Sideline and 
Magic Eye cameras which will click 
off a grand total of more than 30,000 
football pictures during the season. 
Meanwhile the Minneapolis Sunday 
Tribune’s famous Peach Sports Sec- 
tion (so called because of the hue of 
its newsprint) has ripened into a 
lush supplement that rates best- 
read honors from the largest sports 
audience in the Upper Midwest. 


Under Johnson’s command are 
some of the liveliest, freshest talents 
in the sportswriting business, in- 
cluding acknowledged experts in 
most sports who can, and have, 
covered everything from curling 
matches to whale hunts. 


For sports, for news, for editorial 
distinction, for outstanding cover- 
age of all reader interests, Upper 
Midwest families turn naturally to 
the Minneapolis Star and Tribune, 
the favorite newspapers of this great 
region and its people. 


Minneapolis 
Star 22d Tribune 


EVENING MORNING & SUNDAY 


965,000 SUNDAY - 435,000 DAILY 


JOHN COWLES, President 
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FIRST AGAIN IN THE 
PORTSMAN’S FIELD! 


Pages of advertising carried by the 


three leading sportsman’s magazines 
during the first 9 months of 1948, 


as compiled by Printers’ Ink* 


For the first nine months of 1948, Field & Stream has 
continued its advertising leadership in the sportsman’s 
field. For the 38th consecutive year, more advertisers 
have used more space in Field & Stream than in any 
other sportsman’s magazine. 


... THE POINT-OF-SALE 
FOR MORE THAN 


650.000 | 
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PHOTOGRAPHIC REVIEW 


OF THE WEEK 


JOINS DUMONT—Lewis Allen Weiss, president of KTSL, Los Angeles, and the Don 

lee Broadcasting System, signs a contract of affiliation with the DuMont Television 

Network. Pleased onlookers are (left) Mortimer W. Loewi, executive assistant to the 

president of DuMont, and Humboldt J. Greig, sales manager of WABD, DuMont key 
. station in New York. 


Only one man in the world | 
can own this Land Yacht 


SAMSONITE JUDGES—Glenn Gundell, advertising and promotion manager, Curtis 

Publishing Co.; E. A. Korchnoy, sales promotion and merchandising director of 

Esquire, Inc., and H. Ford Perine, merchandising director of Life, settle on the first 

prize winner in the first annual Samsonite luggage window display contest run by 

Shwayder Brothers, Denver. Mr. Korchnoy holds a picture of the first prize winner, 
the entry of Castner-Knott Co., Nashville, Tenn. 


WATASEAL—This is the suit that won a 

prize in a contest run by Harte & Co., 

New York, aimed at beating the high 

cost of bathing suits. Doris Fesette here 

wears a suit of her own design. That's 

Wataseal plastic in the suit—along with 
Miss Fesette. 


_ approaching this luxurious mobile office- 
_ home, Designed for top executive use, it 
_ sleeps four or more in master apartments— 


LUXURY wherever 
you ore i 
Master lounge bedroom _ 
Observation bridge 


two in attendants’ quarters. Make long Tiled bath and water 
_ jamps in comfort at night . . . your chauffear storage 
aoe daytimes. Every luxury for living, Dinette and — 
_ conferences, entertainment. aes an 4 iditteneia 
Now partially: completed, ready to finish dren rae 
to. your individual requirements. Write for Television receiver 
details . . . or wire if you want the only Complete tractor power 


Exeentive Land Yacht in ¢xistence. 


MID-STATES TRAILER SALES, INC. 
831 South Wabash Avenve . 


CHICAGO 5, ILL. 


ONE ONLY—The October issue of Fortune carries this ad for Mid-States Trailer Sales, 

Inc., Chicago, which offers an observation bridge, master lounge bedroom, radio- 

telephone and many other comforts in a land yacht—all for $50,000. M. Glen Miller, 
Advertising, Chicago, is the agency. 


HOLIDAY MERCHANDISER—Argus, Inc., Ann Arbor, Mich., is Christmas campaign. The display, one of a series of three, will 
offering this display material to dealers in preparation for a be tied in with a four-color spread in The Saturday Evening Post. 


“But that’s not the 
Australian way” 


“You aad i aul evctyont be 
should te given rhe chasver 1 aay 


“ Good luck to you, Bob.” 


Boks rinder a fate cated pos. Bur thar’s 
“but net al, ta Aweeaia, them & 


"Tm sonny atwmat lear inp,” 


Woy that Were Proelaad talks of 7 
ir in tin trees co des whe we wilt 


‘ thw pew job pays bones aad offers freedom 14 speech, freedom of 
whar a0 thus on she meadhy cre wits cnr ices—atrewden uy hive, biguert Chantes for advsawemen:.” education, of action and opine. 
poruat moves made by thane os to work, and ts play wher end "Well mie ge Bob,” was the There's ever freedom of chowe 


warhoricy, “Vhar’s why 1 think 
youTre. wrong, Mr. Yares, achen 
va say “Leave tt the politicnan.” 
Weed wf wy be \stereaes! wy these 
ining dt wEdy gerne represcrve 
the Aysrndigg Way, ot 1 te tor 
oureeky gs and tet Phukisen.’ 


A $ 
what pe she Ausceshan 
Ad what je bse Su 


how wy like-froodom to choo 
thw fon! sah chores and other 
pivnis Se qued ,., freedom, in iat, 
to du our chinkitg tor Cursebves, 
irmoad of faving, Wh done for 
wt. That is the Agotmliar 
Wag ot bebe 6 Bah we all sosape 

he xi casehal i pereree. 


Iragned bg dae ENGLISH, SCOTLIMH & AUSTRALIAN BANK TTD, 


actiepucssed in Pgtacdl) ~ ge? 


tock ts vow, my. Row.” 
Jc's a gevat wing ter be + free use 
align —~ oy keow chat vow can 
chanse De weep hs, that vem oe 
ean weak ac why Yew Whe, 
doing, for what you con 


the foods we cat and the chothes 

we wear 

Feexdom, in fact, is the heart and 
buf the \waralian War of Lge. 

Tes up. declare vowel! when 

eves your sights mw a for 


thieatchet. 
. 
’ 


. 
Tesugeed bp THE. BARK OF AUSTRALASIA 


Dre epemonad ke Maohand ts Mewab Chee 


ie Cbd ie Meron © barbed 


THE AUSTRALIAN WAY—The Australian counterpart of American industry's “American 
Way of Life’ campaign is the theme of these ads, two of a series produced for several 


= 


Australian banks by Goldberg Advertising, Sydney. 


Vustraiiam citizen ate 


ADMIRERS—Charles Wright, assistant advertising manager, John 
H. Platt, vice-president in charge of advertising, and John V. 
Sandberg, advertising manager of Kraft Foods (left to right), 
with W. F. Lockridge, account executive of J. Walter Thompson 


Co., inspect Kraft’s first Criterion “naborhood” poster. Initial 
Criterion Service poster showings are scheduled to appear in 
Kraft Foods Co.’s New England, metropolitan New York and 
southern territories, 
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Packard Bell to Sponsor 


Radio-Television Program 


Beginning Oct. 30, Packard Bell 
Co., Los Angeles, manufacturer 
of radio and television sets, will 
sponsor southern California’s first 
combined radio-television -program 
over KFI-AM and KFI-TV. The 
show will feature a “Television 
Talent Test” with Cliff Arquette 
as master of ceremonies. The 
broadcast will be at 6: 15-6:45 p.m., 
PDST. Winners of elimination con- 
tests to be held in various cities 
in the area will compete on each 
program. 


Locally, Packard Bell dealers 
will merchandise and promote the 
elimination contests and the pro- 
gram. Newspaper advertising in 
individual areas, backed by a pub- 
licity campaign and point-of-pur- 
chase material, will be used. Ab- 
bott Kimball Co. is the agency. 


AFA District Elects 


Hugh F. Philbin Jr., of Jackson- 
ville, has been elected governor 
of the Fourth (Florida) Advertis- 
ing Federation of America Dis- 
trict. Other officers are: Trenton 
Collins, Tampa, lieutenant gover- 


nor; R. E. Goodale, St. Petersburg, 
secretary, and Henry Jacobs, Or- 
lando, treasurer. 


G-E Forms New Division 


General Electric Co., Syracuse, 
has established a market services 
division in the electronics depart- 
ment, which will be responsible 
for obtaining, analyzing and inter- 
preting information relating to 
marketing of the department’s pro- 
ducts. T. A. McDonald, a member 
of the department’s general sales 
division, has been named manager 
of the new division. 
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Mr. W. D. Sutherland heads Henke & Pillot, Inc., one of 
the South’s oldest and largest food-store operations—comprising 
twenty-one ultra-modern super-markets (with six more under 
construction). But that doesn’t keep him from getting in there 
and pitching for just about every worthwhile civic enterprise 


that comes along. 


He’s the chief reason Henke & Pillot has been so successful 
through the years and has become one of the two largest grocery 
store newspaper advertisers in the United States! 

He’s also one of the reasons the Chronicle published more 
retail food advertising last year than any other newspaper in 


the United States! 


“Our aim in advertising,” says Mr. Sutherland, “is to 
get results. That’s why most of our appropriation goes 
The Chronicle reaches more 
people of every class, and—what is even more im- 
portant—gives us consistently the best returns per 


into Chronicle space. 


dollar.” 


Thank you, Mr. Sutherland. We’re appreciative of your kind 
words, and proud of the record that prompted them. The fact 
is, Henke & Pillot is today using more space in our newspaper 
than in the two other Houston dailies combined . . . And, of 
course, smart national advertisers realize that the paper which 


pulls best locally will pull the best for them. 


+The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS | 


THE BRANHAM COMPANY 
National Representatives 


R. W. McCARTHY 
Advertising Director 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING 


MAKING HOUSTON GREAT 


FOR 35 CONSECUTIVE YEARS 


ZB. 


lhe Creative Uan3 Corner 


Back east, the boys are not only introducing new cigarets— 
they’re also re-introducing religion. Here is one of a series 
of advertisements syndicated by an E. E. Keister, of Stras- 
burg, Va. 

The Corner does not wish to profane what may very well 
be the good intentions behind this movement. Since, how- 
ever, the movement sees fit to employ advertising to help 
attain its ends, the Corner does feel justified in examining 
the appeals and the techniques employed. 

This particular advertisement is a stopper in anybody’s 
language. Whether it achieves its end, however, in im- 
planting in the reader’s mind a desire to get up early next 


him a STUFFED SHIRT! 


Airs and vanity rarely 
fool us. We look for the 
inner qualities of a man's 
character. Only when 
those inner qualities are 
just as fine as the external 
impression he makes — 


hae 
The Church builds char- Pep hms oomph se, Witew « 
acter! Into the life of the Se ada ee coon corte nae? 
individual and of the com- rth Se 
munity it pours those tate oe Gowrh tat hrs nang PS 
moral and spiritual influences which develop man’s iy ond mad pee og? Seek rape 


innate nobility. Through religious education and the t—4 
worship of God, the Church points young and old to the i 
high goals and rich resources of Christian living. =, 


i 


hi 
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Choose a church and make it YOUR CHURCH. = 


©) Oe EB Rewer, fereetere, Pe 


This Series of Ads Is Being Published Each Week Under the Sponsorship of the Fi 2 
tm Chester A. Raymond Commmerctat Primtmg Co 
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Sunday morning and hie himself off to church seems a 
moot question. 

Paragraph 1 paints a picture of a stuffed shirt—who 
assumes grand airs and from whose lips vain boasts pour. 
Nasty guy. Everybody sees through him. 

Paragraph 2 says we are seldom fooled by a false front— 
we look instead, “for the inner qualities of a man’s charac- 
ter.” ; 

Paragraph 3 maintains that “the church builds character.” 

Paragraph 4 ties up the argument and suggests that you 
“choose a church and make it your church.” 

Now, we’re still attempting to judge this as an advertise- 
ment intended to implant conviction and get action. Does 
it do this? The Corner doesn’t think so. It is difficult to 
convince any man that he doesn’t have “character.” A lack 
of character is always what somebody else has. The old ap- 
peals of the rewards of heaven and the punishments of hell 
have apparently lost their validity in this age of scientific 
inquiry, but no new appeals as strong as they once were 
have as yet been uncovered to drive the folks back to the 
church in droves. 

Can it be that something is lacking in the product itself? 
That the church today has lost its efficacy in curing the 
ache that still torments the heart of man? Certainly the 
ache is still there—the ache of unanswered questions, the 
ache of a continuing quest for justice, the ache of loneliness 
and disillusionment. It has not been a lack of desire for 
something to cure this ache that has kept people from going 
back to church. In fact, many have gone back, only to find 
the product—whose name and existence they still remem- 
ber—completely ineffective. 

Before any further advertising is undertaken, it might be 
a little product-research would be in order. For, as has been 
said time and again, the best advertising grows out of the 
product itself. . 


Norge Appoints 3 Product 


Managers, Adds Others 


R. C. Connell, formerly Norge 
product sales manager of Ludwig 
Hommel & Co., Pittsburgh Norge 
distributor, has been appointed 
gas range sales manager of the 
Norge division of Borg-Warner 
Corp., Detroit. M. B. Robb, form- 
erly sales manager of Evans Pro- 
ducts Co., has been named home 


heater sales manager of Norge, 


and J. Edward Wyatt Jr., form- 
erly executive vice-president of 
Dearborn Stove Co., has been ap- 
pointed contract sales manager. 

Jane Masters, previously head 
of the Presteline home economics 
department, has been named to be 
in charge of the home economics 
department. Mrs. Jessie Cart- 
wright has been appointed to su- 
pervise the demonstration pro- 
gram for Norge home laundry 
equipment. 
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New Christian 


Herald’ Books 
Non-Saccharine 


NEw YorK—Increasingly per- 
turbed about the moral content of 
current fiction, the Christian Her- 
ald Association will shortly put 
into operation its own book club, 
called the Family Bookshelf. 

Following a _ six-month test 
among 452 families—a sample 
pulled from Christian Herald’s cur- 
rent subscribers and expired sub- 
scriptions—the club will have a 
membership between 15,000-25,000 
when it gets under way in Janu- 
ary. Its first selection, as well as 
an editorial advisory board, will 
be announced in November. 

The publisher first conceived the 
idea in cooperation with John C. 
Winston Co., but later decided to 
make the club an independent op- 
eration. 

In a press conference which ac- 
companied the announcement, Dr. 
Daniel A. Poling, president and 
editor of the Herald, called the 
move part of a “crusade” against 
misleading books. He noted that a 
“large segment of the American 
reading public” is troubled and re- 
sentful because of the flood “of 
so-called ‘realistic’ books supplied 
by many of the present book clubs. 
In fact, a high percentage of all 
titles now being published come 
under the same criticism. This 
realism abounds in objectionable 
situations and objectionable lan- 
guage.” 

The bosomy heroines and un- 
corseted prose of current novels 
disturb many family heads, Dr. 
Poling said, adding that neither 


comments offer reliable guides to 
family reading. He insisted that 
Christian Herald is opposed to 
“censorship” but thinks that pub- 
lishers would do well to adopt a 
voluntary code similar to that 
governing the motion picture field; 

Ford Stewart, publisher of 
Christian Herald, declared that 
the book club would not be con- 
tent with “pallid” or “saccharine” 
fiction. 


= In a sample test 401 of the 452 
families bought books. The pub- 
lishers discovered that the sample 
was far more interested in fiction 
than in non-fiction. Also the aver- 
age buying is 50% above that of 
other clubs. Publishers of books 
are already expressing interest, 
Mr. Stewart said. 

Among the books offered in the 
test were “Years of the Locust,” 
“No Trumpets Before Him” (also 
a selection of the People’s Book 
Club, something which normally 
won’t happen), “Presidential 
Sweepstakes” and “Jordan’s 
Stormy Banks.” 

The club will offer a dividend 
book with the purchase of three 
books, and a premium book with 
the initial offer. The monthly se- 
lection will sell at regular retail 
prices, with most books falling in 
the $2.50-$3 bracket. Initial pro- 
motion will use direct mail, with 
a switch to advertising later on. 
Publishers whose novels are se- 
lected will be permitted to use the 
fact in advertising. 


Prepares Mats for Dealers 


Devoe & Raynolds Co., New 
York, paint manufacturer, has is- 
sued a 56-page book, “Adanad,” 
which contains mats for dealer tie- 
ins with national advertising. Copy 
for news releases and radio com- 
mercials also is included. Charles 
W. Hoyt Co., New York, prepared 


the publisher’s blurb nor critics’ 


the book. 


MEMO TO SPACE BUYERS: 


of Sales 
Can Be Yours 


The Lion’s Share 


Yes, here is a feast to be had for the ask- 
ing, but, you must ask in the right way. 


Each year Beacon Journal Buyers are not 


only asked to spend 


but do spend in ex- 


cess of 425 million dollars in retail sales. 
This spending is the result of wise and 
consistent selling programs planned by 
Beacon Journal advertisers. 


Since Akron Buyers 


read only one news- 


paper, The Béacon Journal is a must if 
you wish to sell this rich market. 


REPRESENTED NATIONALLY. BY: 


AKRON BEACON, JOURNAL 


JOHN S. KNIGHT, PUBLISHER 


STORY, BROOKS G~ FINLEY" 


Wheeler Osgood Schedules 
Its Largest Trade Drive 

The Wheeler Osgood Co., Tac- 
oma, Wash., maker of doors and 
plywood, has opened its 1948-49 
advertising campaign in 14 national 
and business papers—the heaviest 
use of trade media in the com- 
pany’s 59 years. 

Two-color ads will appear in 
American Lumberman, American 
Builder, Building Supply News, 
Practical Builder and Progressive 
Architecture. In addition, black- 
and-white ads will be used in the 
California Lumber Merchant, Gulf 
Coast Lumberman, Mississippi Val- 
ley Lumberman, New York Lum- 
ber Trade Journal, Plan, Southern 
Lumber Journal, Southern Lum- 
berman and Wood Construction & 
Building Materialist. Direct mail 
also will be used. Ruthrauff & 
Ryan, Seattle, is the agency. 


Dunay and Rader Form 
New Agency in New York 
Kenneth Rader, former director 
of advertising for Bombi Perfumer, 
New York, and Sidney Dunay, ad- 
vertising and merchandising con- 
sultant to fabric mills, have formed 
an advertising agency, Dunay & 


Rader, with offices at 500 5th Ave., 
New York. 

Prior to joining Bombi, Mr. 
Rader was an account executive 
with A. W. Lewin Co., New York. 
Among the accounts to be handled 
by the new agency are Bombi Per- 
fumer, Crusader Mills, Amor Skin, 
Inc., and Chique Foundations. 


Publications make ideal lums because 


PUBLICATIONS FOR PREMIUMS 


of 


Low cost, Unlimited be | ety, Prompt Delivery 
pe ar Acceptance, Known Retail Values 


. 100 news stand editions for 


ddies. 
For Adults—15e and 25¢ pocket size books 


and magazines, detective, murder, 


mystery, 


adventure titles—movie and love story magazines. 


PREMIUM PUBLICATIONS 
412 Greenwich St. N 


ew York City 


As of Jan. 1, 
Wayne. 


most advertisers. 


ALLEN - KLAPP CO. e 


Close enough 
for most folks! 


1948, 
(Sales* Management.) 


As of same date the daily circulation of The News- 
Sentinel in Fort Wayne is 39,029. 

That's close enough to complete coverage to satisfy 
Write for new 1948 Market Map. 


39,500 families live in Fort 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 
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Kimball Appoints Pierce 

Russell Pierce, formerly San 
Francisco manager of J. Walter 
Thompson Co., and now a partner 
in Pierce, Threlkeld & Associates, 
San Francisco public relations 
firm, has been appointed public 
relations director of Abbott Kim- 
ball Co. of California. He will 
continue to serve with his own 
organization in addition to the new 
appointment. 


ABC Buys Property for TV 


American Broadcasting Co. has 
purchased the 20-acre Vitagraph 
motion picture lot from Warner 
Brothers for use as its Hollywood 
television center. The property 
will house the television studios 
of KECA-TV, now under construc- 
tion, and will serve as general 
network television headquarters 
and studios for ABC on the Pa- 
cific Coast. 


FINE PRINTING PLATES 
COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - MOnroe 6-7080 


Labels That 
‘Protect Table’ 


Given New Look 


Wilson Adopts Single 
Design for All Its 
Packaged Products 


Cuicaco—The hundreds of pack- 
aged products of Wilson & Co., 
third largest meat packer, are get- 
ting a new dress and new labeling 
treatment which will make the en- 
tire line an integrated unit, with 
clean, modern design, extreme 
legibility, and enhanced shelf ap- 
peal. 

Dominant characteristics of the 
new label are the use of the tradi- 
tional “Wilson orange” as _ the 
background color, the development 
of a block W in reverse for quick 
identification, and the use of mod- 
ern square serif lettering, similar 
to that used on oculists’ charts, 
for product descriptions, with the 
latter in exceptionally large type 
which almost guarantees legibility 
at first glance at any reasonable 
distance within a store. 


w The label story has been pre- 
sented to a series of Wilson sales 
meetings throughout the country, 
and on Oct. 1 was shown to the 
press at a special preview ar- 
ranged by Don Smith, Wilson ad- 
vertising manager. Kodachrome 
slides, shown on two machines so 
as to provide the illusion of motion 
picture fadeouts, and a running 
commentary, told the story of the 
label development and the reason- 
ing behind it. 


The. mammoth redesign + job, 


a way to take ‘guess’ 


selling in Nashville! 


WSIX has proved its sales ability to dozens of adver- 
tisers. And year after year these national, regional and 
local sponsors keep getting results they can measure from 
WSIX’s 60 BMB counties. 1,321,400* 
people in that coverage area spent $654,- 


and WSIX-FM 


ABC AFFILIATE «+ 


888,000* last year in retail stores alone. 
Go after your share via WSIX. 


*Projected from Sales Management, May, 1948. 


980 KC 
97.5 MC 


5000 W + 
* 71,000 W » 


National Representative: THE KATZ AGENCY, INC. 


MARKET, COVERAGE, ECONOMY 


NEW PROTECTION—The Wilson label that “protects your table” has been revised. 

The packer’s entire line has been redesigned in modern style, basic characteristics 

of which are the easily identifiable W in reverse, and the bold, prominent identi- 
fication of the product. 


which also included packaging 
changes in many instances, was 
done for Wilson by the Don Mc- 
Cray organization of Chicago. 

“Wilson orange,” traditional 
with the company, and going 
back to the coloring of the “meat 
wagons” and their famous teams 
of horses, is the basis for all of 
the new packages, and will be used 
widely as a distinctive identifying 
color on everything connected with 
the company. The white W does 
not supersede the Wilson name or 
trademark on the packages, but is 
designed “to make positive the 
quick identification of a Wilson 
quality product.” 


a Six basic factors—legibility, at- 
tention value, uniformity, identity, 
simplicity and _ efficiency—were 
sought in the new labels. As Wil- 
son explained them: 

Legibility is achieved by the use, 
in unusually large size, of modern 
block serif lettering, similar to 
that on oculists’ charts, “because 
it is easiest to read, and because 
we want a package that tells and 
sells, rather than a pretty one 
with fancy lettering or one clut- 
tered up with confusing shapes and 
colors.” 

As for attention value, “the Wil- 
son orange gives our packages a 
distinction possessed by few. When 
contrasted with white, and black 
lettering on white, we have a re- 
sult that commands attention. And 
the white gives an impression of 
cleanliness quite desirable in food.” 


Uniformity is sought because 
“the consumer gains the impres- 
sion that a manufacturer making 
so many products must perforce 
make quality products. By this 
concentration on one design the 
brand name of Wilson will receive 
more impetus, and more accep- 
tance of more Wilson products will 
result.” 


a Identity is vital, Wilson believes, 
because packaged foods are seen 
by more customers more often than 
any other form of advertising. 
“The homemaker will _ select 
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of VU-THRU Acetate Envelopes 
Covers are made of good laoking, dur- 

able Bestex artificial leather. Stocked 

in 9” x 11” and 1114” x 14” sizes. Other 

sizes to order. Choice of Swing-O- 

Ring, Multiple Ring, and several 

other types of binding. -Inexpensive. 

Ask for quotations. 


GLENFIELD PLASTICS, INC. 
35 DeWitt St., Beaver Falls, N. Y. 


There are 
TWO Ohio Markets 


+ + « metropolitan and non-metropolitan, 
each containing about 4,000,000 people. 
Don’t do half a job in Ohio. Use the 49 
newspapers of the Ohio Select List that 
dominate this big non-metropolitan market 
with 542,363 daily circulation and over 
1,500,000 loyal readers. Only 9 states have 
more population than non-metropolitan 
Ohio. Write for further information. 


SELECT LIST 
NEWSPAPERS 
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other Wilson products with con- 
fidence as the white W recalls to 
her familiar Wilson products that 
she liked. Thus the ‘flash recog- 
nition,’ the split-second identifi- 
cation, will help to sell more Wil- 
son products.” 

Simplicity, says Wilson, “de- 
mands the fewest words, properly 
emphasized. That is why our labels 
stress the product name, first for 
identity by contrast and design, 
next, the brand name for con- 
fidence, and then the Wilson name, 
and both for quality.” 

Efficiency is achieved with “no 
extra colors to confuse; no waste 
space; each element carefully 
sized to do its particular job. And 
it is an orderly label, too, a place 
for every essential element and 
each in a convenient place, for 
the homemaker.” 


a The “Wilson Weekly Bulletin,” 
featuring recipes from George 
Rector’s kitchens, is now 10 years 
old, the company reported. It has 
appeared in approximately 150 
newspapers 52 weeks each year. 
In addition, newspaper space is 
used for the four Mors, B-V, 
shortening and margarine, various 
sausage products and Ideal dog 
food. National magazines, a long 
list of business papers, spot radio, 
Storecasts, outdoor (mostly in the 
Southwest), three-sheets, illumin- 
ated boards and point-of-purchase 
are also used for Wilson products, 
whose advertising is handled by 
Ewell & Thurber, Chicago. 


Illinois Courts 
Void Sales Tax on 
Mail Order Cigarets 


Cuicaco—Out-of-state mail or- 
der merchandisers of cigarets— 
and Illinois smokers, too—won a 
respite in county courts here from 
Illinois Revenue Department 
efforts to collect a 3¢ sales tax on 
the smokes. 

The department, which may ap- 
peal the decisions, lost out in two 
separate actions. It had sent bills 
to 30,000 Illinois smokers last 
spring, asking total payments of 
$187,000 for taxes not paid on cig- 
arets ordered by mail from Ind- 
iana and other states. 

Circuit Judge C. J. Harrington 
ruled invalid a section of the state 
revenue act which describes as a 
“distributor” any person who im- 
ports 10 or more cartons of cig- 
arets a year. When the cigarets 
are purchased for the buyer’s 
own use he is definitely not a 
“distributor” and the state can 
collect no tax, the judge declared. 

In a second decision, Superior 
Judge F. M. Padden also ruled 
the disputed section uncon- 
stitutional, and issued an injunc- 
tion prohibiting the state depart- 
ment from enforcing it. 

Richard F. Babcock, Chicago 
attorney, filed the circuit court 
suit. Action against the law in 
superior court was started by 
Julie Johnson, Chicago advertis- 
img executive; Irving Bern, a 
Calumet City, Ill, shoe dealer, 
and G. H. Anderson, a Chicago 
insurance executive, who  pur- 
chased cigarets by mail from 
Hammond, Ind. 


WAAM to Free & Peters 


Free & Peters, New York, has 
been appointed national sales rep- 
resentative for WAAM, Baltimore’s 
third television station, due on 
the air next month. Owned by 
Radio-Television of Baltimore, the 
station has signed as an affiliate 
of ABC. 


Gottfred Joins Durstine 

Walter C. Gottfred, former sales 
promotion manager of the J&R 
Motor division of Spiegel, Inc., 


Chicago, retail chain and mail or- 
der house, has joined the Chicago 
office of Roy S. Durstine, Inc., as 


production manager. 


Esso’s War Map 
Trips Vishinsky 


New YorkK—Andrei Y. Vishin- 
sky, Soviet deputy foreign min- 
ister, was quite sure he knew how 
the United States planned to fight 
the Pacific part of a World War 
III. He had read about ‘t in a map 
of Esso Marketers, and he told the 
United: Nations, in Paris, the 
brutal facts of the matter. 

But a dispatch from Paris*to the 
New York Times last week shows 
that Mr. Vishinsky got both his 
maps and wars mixed. The map in 
question was one of a series pub- 
lished by Esso during World War 
II. It was called “Esso War Map 
III featuring The Pacific Theater,” 
and happened to be the third of a 
series. The first two covered Eu- 
ropean theaters of that war. 


Kadota Fig Names Agency 


Kadota Fig Association, Merced, 
Cal., has named the San Francisco 
office of Brisacher, Van Norden & 
Staff to handle its advertising. 


NRDGA Names Dakins 


J. Gordon Dakins, former assist- 
ant to the president of the National 
Retail Dry Goods Association, New 
York, has been elected general 
manager and assistant treasurer 
of the association, taking over the 
duties of Lew Hahn, who continues 
as president and treasurer. Mr. 
Dakins joined the NRDGA in 
March, 1944, as manager of the 
credit management division. 


Starts S. A. Branch 


Alberto Castelli, vice-president 
of International Public Opinion 
Research, Inc., New York, has left 
for South America to establish a 
branch of the organization in 
Buenos Aires. 


Miss McLaughlin to Ayer 

Leonie McLaughlin, formerly 
with Marshall Field & Co., Chi- 
cago, has joined the public rela- 
tions department of N. W. Ayer & 
Son, Philadelphia. 


Ingalls Leaves Ratcliffe 


Fred Ingalls has resigned as an 
account executive of Ratcliffe Ad- 


vertising Agency, Dallas. 


FC&B Transfers Wilson 


Hamilton Wilson has returned 
from the London office of Foote, 
Cone & Belding to join the agency’s 
New York overseas staff. Mr. Wil- 
son has been with Foote, Cone & 
Belding for the past two years and 
before that was with the J. Walter 
Thompson Co. in Toronto. 
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Major in 
Pittsburgt’s 
POST- 


GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Routing your ads as you route your salesmen is as basic 
as mark-ups in pricing! As vital as rain is to wheat! 
And as normal as church on Sunday! But it’s so hard 
to do in some markets—and too expensive in others! 

Yet it’s so easy and economical in Pittsburgh—with 
Pittsburgh's Post-Gazette! The Post-Gazette double- 
teams with your salesmen perfectly in selling the mil- 
lion central city people . . . then travels along singing 
the same selling song to the two million more who 
live in and around the neighboring 144 cities and 
towns of 1,000 to 75,000 population. 
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FROM THE BASIC IDEA TO 
| THE FINISHED COLORFUL 
CORRUGATED BOARD 
DISPLAYS... . 


Personna Schedules 
2-for-1 Sale Ads 
in 127 Newspapers 


New YorK—The Personna Blade 
|Co. will launch a “2-for-1 sale” 
offer with a full-page ad in the 
Nov. 8 issue of Life and ads 
fhroughout November in 127 
newspapers. 

From Nov. 1 until Nov. 30 con- 
sumers buying a regular five-blade 
package of Personna blades for 
50¢ will be given another pacl:age 
free of charge. 

Along with this offer Personna 
suggests that the consumer use 
one of the boxes of five blades and 
if he isn’t satisfied he may return 
the other box, and the 50¢ he has 
paid for both will be refunded. 

The agency is J. D. Tarcher & 
Co., New York. 


Polangin Joins Buchanan 
to Head Coast Film Unit 


Frederick N. Polangin, formerly 
eastern advertising and publicity 
director, Enterprise Studios, has 
joined Buchanan & Co., Los An- 
geles, as director of West Coast 
motion picture operations for the 
agency. He formerly operated his 
own firm in Washington, specializ- 
ing in motion picture accounts. 

Mr. Polangin succeeds Paul 
Radin, who has resigned to join 


William Kester & Co., Los Angeles. 


penny buys 


In WISCONSIN'S 
HOMETOWN DAILIES 


Why can you get so much for so little? 


It's the almost unbelievably high readership of Wisconsin Hometown 
Dailies — as revealed in studies made by Northwestern University’s 


Medill School of Journalism.* — For example: 
22 percent of the women. 
45 percent of the women. 


the men, 76 percent of the women. 


W/E 


‘Z 
Xs 


Average 70-149 line ads are read by 14 percent of the men, 
Average 300-499 line ads are read by 23 percent of the men, 
Average ads 2000 lines and over are read by 51 percent of 


Compare this with the readership of same size ads in any large metro- 
politan papers. Some big city papers may have lower milline rates 
— but Wisconsin Hometown Dailies give you more actual readers per 


advertising dollar! Let one of our representatives tell you more — 


or write direct to — 


—and why. 


READERSHIP .. 
The Third Dimension 
of the Milline Rate 


212 FOURTH STREET e 


sk If you haven't seen “A Readership Study of 3 
Typical Wisconsin Hometown Dailies’ write for 
your copy today. It makes startling revelations 
about who reads what in hometown Wisconsin 


RACINE, WISCONSIN 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Depar:ment store 
sales in the week ending Sept. 25 
dropped about 7% from the pre- 
vious week, but were still 1% over 
sales in the U. S. the same week of 


1947, according to reports received ; 


by the Federal Reserve Board. 
Five reserve districts reported 
losses for the Sept. 25 week com- 
pared with the week ending Sept. 
27 last year. These included a 7% 
loss for the Kansas City (tenth) 
area, 3% declines for the Atlanta 
(sixth) and St. Louis (eighth) areas, 
2% off for the Chicago (seventh) 
and 1% off for the Dallas (11th) 
districts. Gains were registered 
only by the San Francisco (12th) 
area with an 8% gain; the Rich- 
mond (fifth) area, up 5%; Cleve- 
land (fourth), up 3% and Phila- 
delphia (third) district, up 2%. 
Among cities, leading increases 
were 20% gains in Houston and 
San Francisco, an 18% increase in 
Portland, Ore., and an 11% gain in 
Akron. Declines included an 18% 
drop in Nashville, 15% off in St. 
Joseph, Mo., and 13% declines in 


Kansas City and Oklahoma City. |” 


Yr.-to-Yr. % Gain 
Year Mo. Week 
Federal Reserve Board to of Sept. 
district and city July Aug. a 


UNITED STATES .... 8 p9 
Boston District ....... 3 p-—2 0 
New Haven ........ 2 —6 —4 
ara 2 4 2 
Springfield ......... 8 —1 --3 
Providence ......... 3 —10 —-6 
New York District .... 6 5 0 
MEE obeceeceesece 5 5 ~-1 
err 10 15 4 
ere 5 3 0 
DE cc eeceterse 1l 1l 7 
SEE ceca vaccace 5 6 —5 
Philadelphia District .. 11 12 2 
Philadelphia ........ 8 14 5 
Cleveland District .... 9 13 3 
0 Pree 8 7 1l 
SEED sucncceecee 7 15 —2 
Cleveland .......... 9 13 0 
PE «60 066s0%s 12 19 9 
ee ee 9 10 2 
Pittsburgh ......... 8 15 5 
Richmond District .... 6 9 5 
Washington ........ 5 7 —l 
EN 555 d'0.04.0:6 0 2 6 9 
Atlanta District ...... 9 14 —3 
Birmingham ........ 15 13 4 
EE 8668640000008 7 8 —13 
i. donee dih'ys oe ¢ 7 14 2 
New Orleans ....... 12 24 9 
OE Eee 6 18 —18 
Chicago District ...... 9 9 —2 
NA 6 12 ~ 4 
Indianapolis ........ 4 10 1 
ddan wew se 6 a9 10 7 3 
Milwaukee ......... 14 13 3 
St. Louis District..... 10 14 —3 
PS Fae 10 19 —5 
OE eae 12 16 6 
i Sc evakecene 9 14 —4 
ED od nc'n'n 0 5'9.0.0% 6 13 =—10 
Minneapolis District .. 8 ps * 
Minneapolis ........ 8 12 ° 
i Ws seenuvene es 4 7 * 
Duluth-Superior .... 15 3 * 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Sept. 25, ’48* p319 
Week to Sept. 18, ’48* .335 
Week to Sept. 27, ’47* .316 
Month of Aug., 48... .311 
Month of July, 48... .316 
Month of Aug., ’47....284 


pPreliminary. 
*Not adjusted seasonally. 


Kansas City District... 8 ps —TI 
6 coca xd oe 5 2 0 
6 cnsdenedae 10 16 —4 
SS CE ncceace 10 8 —13 
i SE sa caec cues 1 —2 —15 
Oklahoma City ..... 12 12 —13 
. ak eee 18 32 iT 

Dallas District ....... 12 12 —l1 
, cacm og 6 on.00 6 6 8 —9 
WOES WOOEM ciccccocs 11 —6 
OT Fe 26 29 20 
San Antonio ....... 1l 6 —6 

San Francisco District. r9 p6 8 
Los Angeles Area... . 2 2 5 
hens oc eaets 10 3 9 
San Francisco ...... 5 4 20 
., aera 10 15 18 
Salt Lake City ..... 4 —1 3 
eee r4 9 2 
rRevised. 

*Data not available. 
pPreliminary. 


Jorgensen Agency Moves 


The San Jose, Cal., office of 
Richard Jorgensen Advertising 
Agency has been moved from 9 
Post St. to 274 W. Santa Clara St. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 


preferences of Negroes from coast to coast, 
the only wed of its kind ever made. Write now 
for this free information, 


engraving — 


and electrolype co. 


Adt 


i 60 Advertising Age, October 11, 1948 = 
a $ ee : on 
te way - . : SI Be a be s fan 
past 4 : SS . : wil 
7 : 7 S$ | : : = 
ia : . SN S : : as  . by : . | SRR DN OTT OR SSE RAE TOTTI Ya 
| ee SS .. . THAT'S THE | a Ne 
s / S , | | C1 
ee Sem OZSO) i #— see 
| Li ON, ford 
eer a eee gy the 
; ae Nati 
Y eee posit 
INI cacti a Rl 8 4 > mamma meee ene es Nee 
! } a : 
4 % —< - , Dn | : whic 
Ae. < oe _ ing) 
y Ep, S. (eS -S ied a | int 
ONAL “Ae Zt 9D A Bal! PP ; —— neg 
q ry i Fa » - Be 4 A gi ee saci ia ager 
| Y= a le Aw 1a __ sion, 
| pez Xe @)) *- | at t 
: KE APS J Ho, | tion 
. ~s . gee 2 , —. 4 ; 7 \) f , % 4 two 
, fa * — alg | | redu 
1 pal ee ave 
| AN A | . ,/ = Cc 
5 fe ah ' ) / mere 
Dis i +. OV a 7 y At buile 
pete | Alb. = Pi pack 
iF , 9, Soran’ witty oo ES apar 
At@ Z la or | Tota 
oS ee es 
nee oR OA | a py il redu 
ve a READERS : g AD aw.) &.©6hCUN} hour 
10 o 49 LIN! we | vt 4 Po a 
e’ Tt yi Lape requ 
at} a and 
ee NS bein, 
“y a wht di  retai 
; ‘ = ” E- / ment 
rath 2 i oa 4 i a licati 
Caer . S ae = 6 ie a i, ae h 
iia fe ae e ard 
pies oy #: ee: 7 _ sumé 
oe Ht AA , | Boe 
ee ‘aL WALK Oe | a ful 
ora A}. ek NS ot a ne 
Ber Anat ~~, >A SN. j 
ee SS taile 
ee eT =~ raphy . tomy 
i = on, . 
a hot G 9 a av it 9 | acco 
Pp o-e"9 
hot ing Sale 
| P ctt otyP _ 
ele hy «Exec 
raP ing 1 
o9 a 
sy? sa} 
0 /. artwe? | Scho 
| _ - ae prize 
a ( ot swe! it _ « “i 
2s —_ Po | bo | The 
4 —_ +  . z : | ner, 
ee \ . 812 W. Van Buren St. HAYmarket1000 @ Chicago7, Il. = teacs 
ee a eee” | Deta 
oe | / conte 
eg SS | on 
eo Se s ' 
es 
$3 oe oc oa = care: ua Bris tiie 8 rae. ae Zieh os - i are spe fe i! mae Mee ren ee a i Poe ee Hie oes eae ge ee Si a Agee Y ede re a ee ete ad a A nara aOR, 
ear gev ee ee eT ET tne Ons AN ae ee ORS eR EI PEON eae SG Se MPN INCI RE Rin cree YPC RM Ta PICT Ty MANA ar Rtn EGET S| or eM SHAT ier Rinne en mee PMIR Ea nm a 


COLUMBIA’S LATEST—Everybody seems pleased with Columbia’s growing television 

family as an affiliation contract is signed with KLEE-TV, Houston. Left to right: 

William Schudt, CBS director of station relations; Herbert V. Akerberg, vice-president 

in charge of station relations; W. Albert Lee, owner of KLEE-TV, and Sidney Balkin, 
general manager of the station. 


Yale & Towne Shows 
New Line of Locks 
and Door Closers 


CuHIcaGo—The accent was on 
economies last week as Yale & 
Towne Mfg. Co. displayed the new 
Yale builders’ hardware products 
it designed to help cut building 
costs. 

Products to be merchandised 
heavily by the company’s Stam- 
ford division, which are shown at 
the Yale & Towne display at the 
National Builders’ Hardware Ex- 
position, include two new lines of 
“key in the knob” locks for large 
buildings and small homes (on 
which distribution is just start- 
ing); a new door closer, already 
in full distribution; and “3-way” 
cabinet locks. 

In designing the new lines, said 
Meade Johnson, general sales man- 
ager of the Stamford, Conn., divi- 
sion, the company aimed primarily 
at trimming production, distribu- 
tion and installation costs. In the 
two new lines of tubular locks, it 
is using pressure-formed metals to 
reduce labor costs considerably. 
Both locks and the door closer 
have been reduced in weight, sav- 
ing freight costs and storage space. 


® Colorful packaging is used to 
merchandise the entire line of 
builders’ items, and the locks are 
packed in “exploded” form so that 
it is unnecessary to take them 
apart before starting the assembly. 
Total installation time for the new 
Yale tubulars, it is said, can be 
reduced from an average of one 
hour to no more than 10 minutes. 

The “3-way” cabinet locks, serv- 
ing the same purposes for which 
three different locks are ordinarily 
required, permit the retailer and 
builder to carry reduced stocks 
and speed up turnover. 

Advantages of the new lines are 
being pointed out to builders and 
retailers in a series of advertise- 
ments starting this month in pub- 
lications serving the architectural, 
hardware and lumber fields. Con- 
sumer advertising will be launched 
with a half page in The Saturday 
Evening Post in November. The 
company also is using direct mail, 
a full line of display material and 
a newspaper mat program for re- 
tailers. 

James Thomas Chirurg Co., Bos- 
ton, handles the Stamford division 
account. 


Sales Executives Launch 
1949 Essay Contest 


The National Federation of Sales 
Executives, New York, is launch- 
ing the 1949 “Selling as a Career” 
essay contest this month. The com- 
petition is open to secondary 
school students and offers cash 
prizes of $1,850 plus expense- 
paid trips to Chicago or Wash- 
ington, D. C. 

The first prize consists of $1,000 
in cash, second, $250, and third, 
$100, plus seven prizes of $50 each. 
The sponsor of the first prize win- 
ner, usually the principal or a 
teacher, will receive $100 in cash. 
Detailed information about the 
contest may be secured from the 
National Federation of Sales Ex- 
ecutives, Hotel Shelton, New York. 


’ 


West Was With Hotpoint 


G-E affiliate, and prior to that 


W. D. Crelley, who recently was 
appointed marketing manager of 
Telechron, Inc., Ashland, Mass., 


was with General Electric X-Ray 
Corp., was never with Hotpoint, 
Inc., as was reported in AA, Sep- 


tember 27. 


National Cash Register 
Appoints Owen and Head 


National Cash Register Co., Day- 
ton, has inaugurated a public rela- 
tions department, with J. K. Owen, 
who has been advertising manager 
for the past four years, as director. 

The advertising and sales pro- 
motion departments have been 
merged, and the combined depart- 
ments are under the direction of 
G. W. Head, who succeeds Mr. 
Owen as advertising manager. Mr. 
Head has been in charge of the 
sales promotion department for the 
past two and a half years. Leigh 
Metcalfe continues as assistant ad- 
vertising manager. 


Appoints Fellman 


The Eve-N-Form Undergarment 
Co., Philadelphia, has appointed 
Leonard F. Fellman & Associates, 
Philadelphia, to handle its adver- 
tising. 


Cresmer & Woodward Moves 


Cresmer & Woodward, Inc., New 
York, newspaper advertising rep- 
resentative, formerly located at 
285 Madison Ave., has moved to 
22 E. 40th St. 


BH&S Promotes Two 


Kenneth W. Erdman, director of 
research of Beaumont, Heller & 
Sperling, Reading, Pa., has been 
named director of media and re- a — —. a —~ 
search: Marion Nagle, who has| py iseine-Peine of Seleadectnan” Pa 
been space buyer, has been ap- a pg nly Sin cole” idconitonees. 


pointed head of the publicity de- TOPFLIGHT TAPE C0. - YORK, PA. 


partment. 


POINT OF SALE 


ADVERTISING 


complete 


creative and 


production 


service 


GRANT-JACOBY STUDIOS 


MOHAWK 2055 


936 North Michigan Avenue + Chicage 13 


Sell the readers 
of The News and 
you have sold the 
Dallas Market. 


“9 


but at home they 
The Dallas Ylews 


8 gary unre nie i Fe 


ay, 


the Great Texas 


F Chats La 


at Dallas 


nead 


High time of all the year for hundreds of thousands of Texans is 
the great State Fair at Dallas—largest in America with its sixteen- 
million-dollar permanent investment. 

At Fair time each October more than 1' million people pass 
through the clattering turnstiles. They are drawn by a wealth of attrac- 
tions that include not just fun and entertainment, but countless features 
that help to make life richer and broader in city, town and country. 

The Great State Fair is one of the strongest of all the ties that 
bind the whole Dallas Market together, welding urban and rural 
communities with a unifying power second only to that of The Dallas 


News itself. 


Dallas Morning News 


RADIO STATIONS WFAA AND WFAA 
THE TEXAS ALMANAC 
CRESMER & WOODWARD, INC., Representotives. New York, Chicago, Detroit, San Francisco, Los Angeles. 


Member, Americon Newspoper Advertising Network 


: ay a ae we Clee me Pee NE ae ‘oe a Tay. oe pare i rit eee ee ne ae i Toe os } i mg Bi a 7 r, . “a a ao Shehet Or. eed 
ere eae ae SS re een ee ee ee et aoe ee et ee ee ae. tc i SOA, aa SF ee Se ee 
Advertising Age, October 11, 1948 61 ae 
= Me i “f 
; SCs ee 
; = ’ | 2 . : ? a : ; : | Po | | . | sf 
— a 3 ae eee ' . so a 
he _ re —— : oe 
p- 3 > oh 7 y ¥ 
- ‘ ¥ ¢ a 5 ss A " 
a oa 4 1 es, ee 
? Spy =s a. . ae - 
ry oe SEP oh 
“P t- : |! pee . —— v él 
v/s ‘ SOA ~ ‘i ae. 
y < a A) an 7 m *, te 
: : : ] - 2 gh gs Oe - P ? : 
3  . é \ i . ‘ we i ae 
z sn oll nae : % . a iz: a aa 
3 : Ss TS hae cee ae coh 5 ie ee a if 
2 h MC aw Le Cf LE _ a es 
Es % ne a re ‘ae suas Re oe 
: . i * Sg oa eR ERR ee ee RE for . oe 
cr ttCi‘Csés ke ae a 
nll ‘ 
0 
~4 ee 
—13 
15 ee | : 
—~13 : 
—l a ay ee 
3 ae ek 
20 SSCS rey! © 
=“. ooo Eee... Sere 
. : ‘ oe Gel me ie . ae : * 
20 4 ‘ Ae TI “ 
18 # 4 6 x P me : : ' 4 
3 , , <I : ; +? £" SS ES ais . ss ‘ : on ‘ 
, ? ‘ — . 2 .* ye : 5 ae, << . e\ 
. i ~ ad ‘ ~~ $ See Ys te ‘) ‘Ce els ‘ ay ] ; 
cae iy yi) « ANY 2 ¢ . a Ai a ae Ay —Sar “ - 
- he : ‘ \ — 7 AN ..9¢ o eer y ae q > +h a ° ial 
gh : Se ft 5 ; . ers oe or 
f / 297 : / . f ‘ uy "1 5 ie iy | . 4,4 
‘2% , . By Wag P \ : od 
of > . v , ; 14 >< 4) a ee 4 4 
ng en 5 Sa “f 1 * . . > Ps me “s + : » 
9 at ~ oe : E " fr ¥ ' } oe LG a , 9 B= q = (Poa 
St. i <<" oN ‘Ss A Yon bas “at a f Rd. Beat 
| \ VaR ola A ae Y CIE eee, A) * 
= a \\ \iee Mal Oe ~ acing : A) ~ say? ih Vee e) 4 4 
\\ te oe Lge ee a ; ’ ft ui oy ah 
| hy g —\ a TY : 2 mr) ¢ d 
; tees aa)» - 5 Fi. * 6 ia, ». ‘a #8 A, , i! 1 , \ iat : 
y: a = af =k BB mney: 
. 7g >. me am Fao i) ae 8 6«—(Y BN i WHe >. \ hii re 
| we e q , . ‘os rs WF Bet Z - “| Sn 
) _ hee i Sf is Meas) \ Nin vf at \ ez ih Yaa Bias die Ae Soap! Seem 
‘ : es Kf ‘ iA ; : f —_ 
1 i bw ie : 
. ee wg 
} | i) v / ; Ae d 
Ss aa) ee yo ‘ ' ~~ Brame ty 
- ly AD, wi, oo ia I y 
bu Phas 5; Bigiet os po i EH, ‘ik: ; i 4 (aap Le ONE. 
th ’ ; te a 4 ei f 7 ¥ 2 I 3 . iH : ' it 7 i i ; 
m ; a fi < ert?) aoe r A Yj Yi - ie " oy , ] 9 r : 
] iy oe of jis f 3 : oid (a0 tee Fi S97) ps : 
- ne ie) |. 
st } 7 hi Call \ Lh Th a, ffi , sy Pe gs Sa eer ~ 
n- - at rere if hdd ag. oe tt tai 
TT 4 ie ae fa af f ee: f \ ; { ill 
/ / ee ; al F f / 4 ' | ff a os ri . , t d 
_ ume ia. MM ae ft he Ne to atten a 
th 2 ai * a x Sm. + Ef } "| Ph, / { Li vs , ee oe 
ig 2 Sie’ ev 2 j e ® i, f if - 

m jh ~\wa | aeiniel 
the . igh Sf Hie. 4 } aa. li 3 a. i | ee i ~ crac 
ad «(Cl “f ‘i S.l!l—Ee i 4h nit, “a 
st, j ) kK. re f oy | | \ 
ow : ia te be G “a ‘A x j i 4 p ‘if ) j 

4 be ae 4 - ~ - Hy tae —— HF, 
ots \. H/o jAdddih . a 
a £ F 5 a tae: yy % si ea fe jaba seb bef AP if ad 
Po ket eae fi se wih oN Me - Tie 
a. a —— ex vy 
i wide "A ya + eee AP 
TO) A a | 
¥ 7 és Ms A ; : ~ ry, P tae a wt ¥ ie % Fi pat, 
{ q Bite — a i Laie ‘4 - Paley off. We Pa oe ; 
Hp 4 % 4 rf a a sity; Pe : ; # dae! Agt, ug mae P : 
Pe 5 REO a Lae 2 Ai atta at ale nt ai 
BO I as ae al get 
CUE RO ata ee 
te Hare wee” 1 ay ee eee 
) Po NAO, ie ee 
| is ay tie “a - 
Fink : Bye 
; ec 3 an 
a : 
| oe 
ve ee 
; P| G se i 
| sigue 
; : - ~ eae eae eer a 
Ie ara RRR ee og SOREN macs Crepes” SUT sane saa gw toe EP CPN ea DS en cant RaQ se Ae Guat Pele PROP NS Hae GCI ME tr NIE GS NEP NCIS are Tue Umea Peon ef NEI ACESS BORE P TE RL oe 


Changes Canadian Setup 

Wm. S. Merrell Co., Cincinnati, 
pharmaceutical manufacturer, has 
removed the jurisdiction of the 
company’s Canadian operations 
from the Merrell export depart- 
ment and has set up a separate 
operation, with Elliott P. Palmer, 
advertising manager, as manager. 
Frank T. Jacobs, sales promotion 
manager, has been named director 
of advertising and sales promotion 
of the company. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Tredemorts Rog U5. Por OF 


SEPTEMBER BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, 
without written permission. 


Unless otherwise noted, all 


and have standard 7x10-inch type page. 


Industrial Group 


Aero Digest 
American Aviation (semi- 
MED cncceadecteateescce 
American 
American City 
American Machinist (bi-w.) 
American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Industries 
(semi-mo.) 
Aviation Maintenance .... 
Aviation Week 


eee eee we eeee 


Brewers’ Digest 
Brick & Clay Record...... 
Bvs Transportation 
Butane-Propane News.... 
Canner (w.) 
Ceramic Industry 
Chemical & Engineering 

News (w.) 


eee eee eeeee 


Pages 
1948 1947 
§*90 *73 

*41 *34 
153 143 
133 124 
19425 *§629 
40 39 
41 36 
162 133 
*159 145 
190 §253 
41 38 
16§142 89136 
1166 175 
90 74 
31 35 
38 § 85 
*43 *45 
$222 138 
*123 *110 
1*70 *72 
*80 *71 
145 159 


“OH, 


publications 


Chemical Engineering .... 
Chemical Industries ...... 
Chemical Processing Pre- 
view 
Civil Engineering ........ 
Coal Age .o.cccccscccrses 
Commercial Car Journal. . 
Construction Digest (bi-w.) 
Construction Methods .... 
Constructor 
Contractors & Engineers 
Monthly (9%4x14) 
Cosgrove’s Magazine 
Design News .....-.--+++> 
Diesel Progress (9x12) ... 
Distribution Age 
Drug & Cosmetic Industry 
Electric Light & Power.. 
Electrical Construction & 
Maintenance 
Electrical South 
Electrical West 
Electrical World (w.).... 
Electronics 
Engineering 
Journal 
Engineering News-Record 
w 


eee eeeeerereeeeeee 


eeeeee 


Factory Management & 
Maintenance 
Fire Engineering 
Fleet Owner 
Food Industries 
Food Packer 
Food Processing Preview. . 
Foundry .....eseseeeseee 
Ee es yr 
Gas Age (bi-w.) 
Heating, Piping & Ajir 
Conditioning 
Heating & Ventilating.... 
Ice Cream Review....... 
Industrial & Engineering 
Chemistry 
Industrial Finishing (44%x 
CUE) ccccccccccccces os 
Industry & Power....... 
Iron Age (W.)...--+++ cece 
Machine Design .......-+ 
Machine & Tool Blue Book 
(44%4x6%4) 
Machinery 
Manufacturers Record ... 
Marine Engineering & 
Shipping Review 
Mass Transportation ..... 
Materials & Methods..... 
Mechanical Engineering .. 
Mechanization 
Metal Finishing .......- 
Milk Dealer .......-++++ 
Milk Plant Monthly ..... 
Mill & Factory ........-- 
Mining & Metallurgy .... 
Modern Machine Shop 
(444x614) ....e eee eeeee 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Butter and Cheese 
Journal ...... eveekeove 
National Petroleum News 


ee 
ee 
eee eee ewnee 
ee 


eee eee ennnee 


eee eee wees 


er 


ee 


eeeeeee 


National Safety News .... 
Oil & Gas Journal (w.). 
Operating Engineer ...... 
Organic Finishing 
Packaging Parade(9%¢x12) 
Paper Industry & Paper 
World .cccvccvcceccece 
Paper Mill News (w.).... 
Paper Trade Journal (w.) 
Petroleum Engineer 
Petroleum Processing .... 
Petroleum Refiner 
Pit & Quarry 
Plant Engineering 
Plating 
Power 
Power Generation 
Practical Builder 
Printing Magazine 
Product Engineering ..... 
Production Engineering & 
Management 
Products Finishing 


eeeee 


eeeeee 
seen eeeee 
eeeeee 

eee ee eereereeeeee 
secre sere eerrereee 

eeeeeee 
eeeeeeee 


g (44x 
) cecccccrcccecccers 

Progressive Architecture 

Purchasing 


Quick Frozen Foods & the 
Locker Plant .......- 
Railway Age (w.)...-.-++> 
Railway Engineering & 
Maintenance 
Railway Mechanical Engi- 
neer 
Railway Purchases & Stores 
Railway Signaling 
Roads & Streets 
Rock Products 
Sewage Works Engineering 
Shears 
Southern 
(semi-mo. ) 
Southern Power & Industry 
Steel (w.) 
Supervision 
Telephone Engineer 
Telephony (w.) 
Textile Industries .... 
Textile World 
Timberman 
Tool & Die Journal (5x74) 
Tool Engineer 
Traffic World (w.) 
Water & Sewage Works.. 
Water Works Engineering 
(bi-w.) 
Welding Engineer .....--- 
West Coast Lumberman .. 
Western Canner and 
Packer .....-cceccccces 
Western Construction News 
Wood Construction 
Building Materialist . 
Wood Worker 
Woodworking Digest (4% x 
CUE) nw occcccccccccccecs 
World Oil 
World Petroleum 


ecececeeseseseeeee 


eeeeresseesererer® 


er 


eevee eeereesee 


ee ee 


American Artisan .....--- 
American Druggist 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) ..---- 
Boot Shoe Recorder 


(semi-mo.) 


are monthlies 
Pages 
1948 1947 
259 262 
103 118 
126 110 
50 46 
145 132 
186 218 
1*141 139 
130 142 
53 61 
58 56 
38 45 
94 43 
51 51 
62 59 
*127 4 *138 
101 92 
157 154 
87 91 
106 95 
1260 250 
*186 *204 
1136 121 
3#410 *349 
36 34 
*246 *270 
36 35 
135 141 
147 166 
*50 *47 
5 37 
§*200 §*200 
6 59 
12142 79 
156 156 
12 719 
89 103 
128 124 
88 85 
143 126 
13*664 §*635 
*205 *214 
251 344 
288 §414 
40 40 
196 115 
$77 §74 
157 139 
103 105 
*93 *90 
67 719 
103 118 
5 61 
#259 *294 
123 §31 
275 390 
145 139 
231 151 
56 44 
55 57 
3121 112 
1§169 §220 
6 61 
3§*663 *§566 
. 
9 16 
59 53 
9 91 
1§#132 §*148 
1§*226 *183 
159 173 
62 35 
§*163 168 
*151 *154 
930 
49 53 
206 252 
95 121 
109 105 
71 69 
*300 *314 
75 105 
95 91 
95 93 
245 257 
42 91 
208 238 
74 68 
1110 134 
123 122 
28 29 
74 83 
*92 *98 
19 15 
151 45 
1#170 3=— * 159 
8 96 
1#432 %*574 
12 17 
§57 62 
1§*145 §*151 
§223 150 
§275 §258 
*114 = =*103 
98 141 
91 §124 
119 118 
71 71 
19870 $76 
61 62 
*112 *111 
*50 *46 
92 99 
50 37 
*85 *76 
*172 *149 
*177 + 3*266 
83 89 
17,876 18,376 
1750 8*90 
136 140 
173 209 
1§*#200 *133 
*199 *200 


must not be quoted or reproduced 
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P: 
1948 1947 
Building Supply News .... 151 136 
Chain Store Age— 

Administration Edition 

Combinations ........- *31 29 

Druggist Editions ...... 128 136 

General Merchandise— 

Variety Store Editions 143 135 

Grocery Editions ...... 107 118 
Department Store Econo- 

SE sesctedennesecveee 96 95 
Domestic Engineering ... 179 182 
Electrical Dealer .......- 61 79 
Electrical Merchandising 

CEREED cccseckcapeurees *183 *203 
Electrical Wholesaling ... *116 *97 
Farm Equipment Retailing 69 70 
Farm Implement News (bi- . 

i ssegenen gee beaewane #182 4 8=6*167 
Fountain Service .......- 47 50 
Fueloil & Oil Heat ...... 110 143 
Geyer’s Topics ..........- 106 115 
Glass Digest .ccecseccsess 25 21 
Hardware Age (bi-w.) .... 1423 425 
Hatchery & Feed ........ 33 35 
Hoisery Industry Review . 24116 111 
Hoisery & Underwear Re- 

Se cscendksawevavessé 140 144 
Implement & Tractor (bi- 

Tie -cxesaabemtartves¢es 1176 167 
Implement Record ...... 81 81 
Industrial Distribution $279  §269 
TterlorS .ccccccccccccess 129 104 
Jewelers’ Circular-Keystone 305 313 
Leather & Shoes (w.) .... 1§*127 *380 
Lingerie Merchandising .. 96 94 
Liquor Store & Dispenser . 61 65 
BREE pccbvsscsescvecene 190 183 
Motor A@e ....cccccccecs 137 166 
Motor Service ........-+-+ 162 173 
NJ (National Jeweler) 

(BYU4XTHe) wee ee ce ceees 266 279 
National Bottlers’ Gazette 107 128 
National Furniture Review 106 86 
Office Appliances (656x10) 230 248 
Photographic Trade News 65 §108 
Plumbing & Heating Busi- 

WE vere dneeeetageces 90 74 
Plumbing & Heating Jour- 

ah thaceekeaemareee 68 66 


DE ocodeustietdere ee 26 20 


Poultry Supply Dealer ... *27 *24 
Radio & Television Retail- 

D- vceguseedbiawwavees? 86 107 
Sheet Metal Worker ...... *33 *92 
Southern Automotive Jour- 

it chetees cobnnyceoe © 147 128 
Southern Hardware ...... 89 95 
Sporting Goods Dealer ... 194 202 
Sports Age ......--++++s0- 66 60 
Super Market Merchandis- 

BE cabeeorssecevecevse 111 125 
Syndicate Store Merchan- 

diser (4144x6%) ....... 108 106 

NE in ctesaettccs seuss 6,831 6,906 

Class Group 
Advertising Age (w.) (10% 

a arr Scanes aes 1197 4243 
American Funeral Director 164 102 
American Hairdresser .... 54 65 
American Restaurant .... $5 109 
Banking (7x10%g) ....-- 70 67 
Chain Store Age— 

Fountain-Restaurant 

Combinations ......... 32 41 
Cleaning & Laundry World 40 63 
Dental Survey ........-- 119 139 
Fountain Service ........ 47 50 
Hospital Management .... 94 84 
Hotel Management ...... 119 125 
Hotel Monthly ........-- 42 54 
Hotel World-Review (w.) 

(QYGZX14) .ncreceecreees 1*38 *43 
Industrial Marketing .... 107 117 
Journal of the American 

Medical Association (w.) 1§*319 *316 
Laundry Age .....-..+----+ *84 *99 
Medical Economics (44 

Orr ee 112 96 
Modern Beauty Shop ..... 89 101 
Modern Medicine (semi- 

mo.) (414%4x6%) ......- ° 129 139 
Nation’s Schools ........ 719 78 
Oral Hygiene (4/5x7%s) -- 135 134 
Scholastic Coach .......- 150 50 
School Executive— 

School Equipment News 85 81 
School Management (94x 

TIM) ccccccvcccceveecs 29 83 
What’s New in Home 

Economics .......+++++ 122 158 

TD cicncccoteveceeeee 2,851 2,587 

Export Group 
American Automobile 

(overseas edition) ...... 76 68 
American Exporter 

(two editions) ........ 272 339 
American Exporter Indus- 

trial (two editions) .... 197 182 
Automovil Americano .... 88 88 
Caminos y Calles ........ 71 82 
Farmaceutico .......-++-- 50 69 
Hacienda (two editions) .. 125 123 
Hospital ..ccccscccccesess 12 17 
Ingenieria Internacional 

Construction ........+- 85 81 
Ingenieria Internacional 

Trn@tastrie .cccccccccccss 94 115 
McGraw Hill Digest ..... 20 1l 
Officina Mecanica Moderna 61 99 
Petroleo Interamericano .. 65 70 
Pharmacy International .. 523 26 
Revista Aerea Latinoameri- 

GE, coca ncnseseoevescs 19 *27 
Revista Rotaria ........-- 8 9 
Spanish Oral Hygiene 

(AfexT He) ccccccccceens 40 48 
Taller Mecanico Moderno . 61 99 
Textiles Panamericanos .. 63 65 

Pere rrr 1,430 1,618 


§$Includes a special issue. 

*Includes classified advertising. 
‘Estimated. 

“Three issues. 

8Five issues. 

‘Knit Goods Weekly has been renamed 


Hosiery Industry Weekly. 

SPharmacy International published _ its 
first edition in June, 1947. 
°September, 1948, figure includes Air Trans- 
port which was incorporated into Avia- 
tion Week as of April, 1948. 
7Operating Engineer published its first 
regular issue January, 1948. 
8Does not include advertising 
Western section. 

°Plant Engineering published its first is- 
sue November, 1947. 
As of January, 1948, Water Works En- 


in special 
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Business Paper 
Ad Volume Drops 
3.4% in September 


Cuicaco—Advertising volume in 
September issues of business 
papers declined 3.4%, compared 
with a year ago, according to In- 
dustrial Marketing’s monthly tab- 
ulation, covering 232 publications. 
September issues carried a total 
of 28,488 pages of advertising, 
compared with 29,487 a year ago. 
Advertising volume for the first 
nine months of the year amounted 
to 243,993 pages in the same pub- 
lications, compared with 245,724 
pages in 1947, a loss of 0.7%. 

The industrial group, including 
139 publications, was off 2.7% in 
September volume, carrying a total 
of 17,876 pages compared with 
18,376 pages a year ago. For the 
nine-month period, these publica- 
tions have carried 154,778 pages, 
0.4% more than the 154,222 pages 
for the comparable ’47 period. 


= The trade group, including 50 
papers, lost 1.1% in September, 
with a total of 6,831 pages, com- 
pared with 6,906 pages a year ago. 
Ad volume for the nine months 
amounted to 57,296 pages, a 1.7% 
loss from the ’47 volume, 58,263 
pages. 

Export publications showed the 
biggest drop for the month, with 
the 19 papers in this group report- 
ing 1,430 pages for September, 
11.6% less than the 1,618 pages in 
September, °47. For the nine- 
month period, this group is down 
3.5% from 12,586 to 12,151 pages. 
Twenty-five class publications 
carried 2,351 pages in September 
issues, down 9.1% from the volume 
a year ago, 2,587 pages. For the 
nine months, this group is off 4.3% 
in volume, from 20,653 to 19,768 
pages. 


NAB Says Minimum 
Television Station 
Cost is $380,000 


WasHINGToN—First chapters of 
an exhaustive study mailed to 
members by the National Associa- 
tion of Broadcasters fix $380,000 
as an average minimum figure for 
construction of a metropolitan 
television station. 

Designed to aid broadcasters in 
making the decision as to whether 
to go into television, the study is 
to include several additional chap- 
ters devoted to other phases of 
construction and operation. 

Though NAB says nothing short 
of catastrophe can stop television, 
it warns broadcasters to keep in 
mind a likelihood that television 
must shift to ultra high frequen- 
cies in five to ten years. The study 
says oral radio and television can 
exist side by side, but that many 
programs designed for oral radio 
will fail on television. 


Borden Offers Bib Premium 

The grocery products division of 
Borden Co., New York, has 
launched a nationwide promotional 
campaign offering a Vinylite plas- 
tic baby bib for labels from three 
large or six small cans of Borden’s 
evaporated milk plus 25¢. On the 
West Coast the bib campaign will 
be linked with the introduction of 
“Elsie” on a new label for Borden’s 
evaporated milk. In addition, 
newspapers will be used through- 
out the country. 


Launches Cocoa Campaign 
Hamstra Importing Co., exclu- 
sive American distributor of Droste 
cocoa, made by Droste Cocoa Co., 
Haarlem, Holland, has launched a 
campaign in newspapers through- 
out the country to re-introduce 
the product, which has been off the 
market since before the war. A 
campaign in class magazines is 
featuring Droste chocolates, which 


market in full supply. Mann-Ellis, 


gineering became a monthly. The 1947 


figures are based on two issues. 


Inc., New York, is the agency. 
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A SELLOUT—This ad which appeared in 
Better Homes & Gardens, and similar ads 
in three business publications, has the 
Continental Radiant Glass Heating Corp. 
figuring out ways to fill more orders than 
it can handle for its new radiant glass 
heat device. The agency is Williams & 
Saylor, New York. 


Initial Ad Brings 
Radiant Glass Heat 
$500,000 in Orders 


New YorK—A full-page color ad 

in the October issue of Better 
Homes & Gardens placed by Con- 
tinental Radiant Glass Heating 
Corp. on behalf of a new radiant 
glass heating device has left the 
company with more orders than it 
can fill. 
' This ad, in addition to ads in 
American Builder, Architectural 
Forum and Architectural Record, 
has resulted in $500,000 of orders 
placed through Continental dis- 
tributors, recently established on 
the East Coast and in the North- 
west. 

Radiant glass heat consists of a 
panel which can be installed and 
operated by plugging it into the 
existing electric system in the 
home. An aluminum element fused 
into the tempered glass throws off 
penetrating infra-red rays. “Zone 
Control,” with thermostats in each 
room, enables the user to control 
the heat. 

The Continental ad claims radi- 
ant. glass heat does away with 
fumes, explosive gases, soot, 
smoke, dust and oily film. Each 
unit costs $45. 

Since complete national distrib- 


utorship will not be established | 
until next year, the company will ' 
not advertise this fall. Plans call | 


for a national drive next spring. 
The agency is Williams & Saylor, 
New York. 


To Anderson-McConnell 


Aluminum Lath House Corp. of 
America, Los Angeles, manufac- 
turer of an all-purpose lath house, 
has appointed Anderson-McCon- 
nell, Los Angeles, to handle its 
advertising. 


To Issue Dog Foods Guide 


The October issue of Dog Supply 
Topics, St. Louis, will be a “Dog 
Foods Guide” issue. It will con- 
tain articles on the manufacturing 
and marketing of dry and canned 


“dog food and food supplements. 


Deepfreeze Gets Frostair 


The Deepfreeze division of Mo- 
tor Products Corp., North Chicago, 
Ill., home freezer manufacturer, 
has acquired the Frostair Duplex 
refrigerator from General Tire & 
Rubber Co., Chicago. 


Gets Tobacco Account 

Benson & Hedges (Canada) Ltd., 
Montreal, has named Walsh Ad- 
vertising, Inc., Montreal, to handle 
the advertising for its cigar and 
cigaret lines. 


Briarton to Wertheim 

Briarton Sportwear Co., New 
York, girls’ sportswear and gym 
suits, has appointed Wertheim 


Associates, New York, to handle 
its advertising. 


McLaughlin Starts 
Biggest Campaign 


for Manor House 


Cuicaco—W. F. McLaughlin & 
Co. last week launched a news- 
paper campaign for its Manor 
House coffee that, according to 
Herbert McLaughlin, president, is 
“five times heavier than any in our 
company’s history.” 

The drive will include 1,200, 888 
and 610-line advertisements, with 
copy to run once a week in 75 
dailies. It will continue well into 
December in these publications in 
Illinois, Indiana, Michigan, Wis- 
consin and eastern Iowa. 


The initial ad features the line, 
“The flavor’s too good to miss,” 
which will provide the basic theme 
of the campaign. An illustrated 
headline device sells consumers on 
the necessity of using a quality 
brand coffee. 

Earle Ludgin & Co. is the agency. 


Issues Brochure on Mass. 


A colorful brochure titled “The 
Industrial Climate of Western 
Massachusetts” has been prepared 
by the Western Massachusetts 
Electric Co., Springfield, Mass., as 
part of its program to attract new 
industry to the area. A directory 
of the cities and towns in the area 
—including a brief description of 
each community and its facilities 
—is contained in the brochure. 


Three Join Freiberger 


Peter J. Piper, formerly editor 
of Adventures in Business, has 
been appointed director of radio 
of Curt Freiberger & Co., Denver. 
Richard K. Hood, formerly editor 
of a Denver Equipment Co. pub- 
lication, “Deco Refoil,” has been 
named in charge of industrial 
copywriting. Marion Campbell, 
formerly with Station KMYR, Den- 
ver, has joined the agency as radio 
continuity and commercial writer. 


‘Newsweek,’ F&W Team Up 


Newsweek and Funk & Wagnalls 
Co., New York, will publish jointly 
a new series of non-fiction books 
to be known as Newsweek Books. 
The first, which will appear next 
spring, will be a medical yearbook 


63 


by Marguerite Clark, editor of 
Newsweek’s medicine department. 
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TRADE & SHIPPER 
Circulates in the U.S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


Air-Tite Window Shy Co. 
The Caldwell Mfg. Co. 
Duplex, a 

H. S. Getty 

Grand Ranids is Co. 
ideal Brass Works, Inc. 
Monarch Metal Weatherstrip 
Puritan Cordage Mills, Inc. 
JN. Vikre Co. 

The Weatherproof Products 


260 Advertisers in 1948 Directory 
HARDWARE & SCREEN WIRE ee FIXTURES, ELECT. 


H. B. ieee Meselaresiag 
Westinghouse Eleciric 

The International Nickel 
Legion Stainless Sink Corp. 
APPLIANCES & CABINETS ‘“s 
American Central Div., Avco ‘4 
Crane Electric Industries 


= 


Window Conditioning Co. 
Zegers, Inc. 
American Cables Hard ware 


Federal Industries, Inc. 

Frantz Manufacturing 
Lockwood Hardware Mfg. Co. 
McKinney er Co. 
Sommer Metalcraft 

Tavart Co. 

Wickwire Spencer Steel Div. 


Lowe Bros. 


The O'Brien Corp. 


New York Wire Cloth Co. 
Seneca Wire & Mfg. Co. 


Flex-O-Glass Manufacturing 
Libbey-Owens-Ford Glass 
Owens Illinois Glass Co. 
Pittsburgh Plate Glass Co. 


Croft Steel Products, Inc. 
Detroit Steel Products Co. 
Michael Flynn Manufacturing 
Goodcraft Metal Products Co. 


x 
Truscon : Steel Compan: 
Vento Steel Products Co. 


ROOFING, SIDING, 
INSULATION 


Abesto Mansfeceyring Corp. 
Asphalt Roofing Ind. Bureau Geo 


Fir Door Institute 


The Carney | ph y, Inc. 
Kimberly-Cl Company, 


Steel Products 
G saneyn yy 


Co. Ford T: 
Nu- Wall we Ae ke Th 
Schalk Chemic _ awk General Motors Corp 
Penn ollae Mr Co. ok = 9 Howes & | Ronee 


WALLBOARD & METAL TILE ‘The jac 
ger Mac Co. 
Celotex Corp. Mall Tool Co. ildi i 
Chromite Comeeay, Material Movement lodupcies building industry ° 
Economy Bias tating ¢ Co., Inc. Modern 
Fir Tex (Dant & Russell) The Morgan 
oa Boacdeile Corp. — Company Co . 
nsulite Division on & . 
Wall Pontucts, Inc. Gevae pune & Papedl Co dealers and wholesalers use it all year 
Masonite Red Devil Tools 
Metal Sis Pocsuce, Inc. Red Star Products, Inc 
tile Manufacturing Co oss ier Co. 
at Company Saranac Machine Co 
Upson Company a? Hoist &' Crane Co. 
= v le 


MOULDINGS & TRIM 


Formica Insulation Co. 
A.J. 1 


Shepler (ow hd Co. 
Shirley Corp. 


BATHROOM CABINETS. 
apie | Peswcinia Enamel 


A‘'G. Busc . H. Lawson Co. 

Stanley Works | Standard Steel Cabinet Co. 

Alan Wood Sctel : The Toledo Plate & Window 
gaien Corp., Horton Div, PAINT. & WATERPROOFING 
W. J. Dennis & Co. Aluminum Industries, Inc. 


Pittsburgh Plate Giass Co. 
The Reardon Co. 


Wilmac Metal Products The 
Yale & Towne Manufacturing ott. Bronze Paint Corp. 
Semin wi eupeny of Aanatica Vita Var Comp. ie 
oe Wesco pion, Inc. 

The Wilbur & Williams Paint 


American Lumber & Treati 
Anti- ee Waterproohng Co. 


Samuel Ca 
pes GLASS SUBSTITUTES Ceraseal emical Coc. 
man 
Celanese Cos. of America Cpoaeal Div, Derworth 
Dow Chemical Co. 


Standard Dry Wall Products 
Clinton Menallic Paint Co. 
Mineral FA cay oo Corp. 


Tamms ny 
Sol-O-Lite Manufacturing Co. 
The Dobeckmun Company Ce Wilms vat 
WINDOWS panage-locead, Inc. 
The Adams Company H.C. Litde Bu 
Andenca Corps tice Feeplace, Heater Corp. 
Coco fees! Peodeces Superior Fireplace Company 
Clark-Babbitt Induscries PLYWOOD, FLOORING. 


LUMBER AND WOODWORK 
Aetna Plywood & Veneer Co. 
Douglas Fir Plywood Assn. 
Fiddes-Moore & Co. 


Hope's Windows, Inc. Harbor Plywood Corp. 
Malta Manufacturing Co. Keller Products, Inc. 
Mesker Bros. The Mengel Comp ny 
New Monarch Mach. & Stamping National Piyw 
Premier Metal Products Corp. Nickey tag lac. 
R. O. W. Sales Compe Roddis Lumber & Veneer Co. 
Steelcraft Manufacturing Co. 4 it Liye Corp 
orn Company 


badiey Lumber Co. of Ark. 
Company 

Connor Lumber & Land Co. 

Eucpenge Sawmills Sales Co. 


Edward Hines —o Co. 
Silberna, 


J 
Di Western Pine , Sn 
Bird & Son, Inc rt, Adams Co. 
Creo-Dipt Coneesy, Inc. Gregg & Son, Inc. 
Feather ye Sl HOUSEHOLD REPAIR 
Gary-Pioneer MATER 
poy ye yen el Co. 
Keas attison Company Com 

New Holland Metals Company at m4 of pecan 
yey cos Company Pecora Paint Company, Inc. 
Reynolds Metals at Company TOOLS AND EQUIPMENT 


FORMS CLOSE 
DEC. Ist 
1949 DIRECTORY 


k ae Ba Co. Barber-Greene 

Lockport Cotton Batt 

Owens-Gorning Fibers Corp. Besser Manufacturing Co. 

Sisalkraft Compa: Carlson & tol 

Universal Zonolite. Insul. Co. Chain Belt Com 

Hockieg Paper Company Clarke Sandi echine Co 

The Richkraft Company Construction inery 
Creswell Concrete Products 

PLASTERING MATERIALS De Walt, ne. 

Alabama Metal Lath Co., Inc. Eesipmens Engineering Co. 

roland St Seoal Lath Company Fleming Manufacturing Co, 


22,000 lumber and building material 


contact men use your advertising in the 
Directory to help them clinch sales for 


Decorite, Inc. 'win-Tilt Truck Co. 
¥ eral Teles, Inc. sol Ww W. Posen, ine. Co 

D. Werner Co., Inc. Goldblace Tool Co. 
Youngstown Man FENCE & FARM EQUIPMENT 

Steel & Wire Co. 

BUILDING SPECIALTIES Continental . 
Allen Steel Products General Implement PUBLISHED BY 
Andal Manufacturing Co. len Machi 
Artcraft Venetian Blind Mfg. FINANCING 
Cleveland Lock W Bui ing Credits 
Copco _— & Engineering Biddle Purchasing Co. 
poner Sted i. 5 Credit Corp 
Gabri M- 
Harris, Inc. FRAMING AND RAFTERS 

ideal Hanger Co International Steel Co H ary 
Kewanee Manufacturing Co. Rilco y Wi sas 
Koolvent Aluminum Awning Unit Seructures, Inc 
Logan Company CEMENT id [ 
Majestic Company Louisville Cement 

Metal Crafters. Marquette Cement Mfg. Co. y 
poecieion Paps Cosm. Medusa Portiand Cement Co 

caat Deas Coaeantiog Co. Trinity Portland Cement Co 
Stewart Iron ke 
Trussbilt Div., Siems Bros. MISCELLANEOUS 
Van-Packer Corp. Manufacturing Co. 
A. D. Hemphill Co. A. B. Carison ¢ commer 
The Swartwout Company National Clay y a fgrs. 
Warner Ventilator Company Robinson Clay Products Co. 
Aetna Steel Products Corp. Southern Galvanizing Co 
Bilco Company Upton Corp. 


Yes, advertisers like it because their ad- 
vertising in the BSN Directory is the 
backbone of their selling job to the 


to help them sell to 100,000 contractor- 
builders and millions of consumers. 


Over 80,000 dealer salesmen and other 


your product. . . . The BSN Directory 
steps up the Sales Power of your own 
salesmen and your wholesaler’s salesmen. 
It gets you new and better dealers when 
you need them. 

Give your dealers a chance to do a sell- ee 
ing job on your products by giving them . 
and their salesmen your complete catalog 
information in the BSN Dealers’ Direc- 
tory. This is the one information source 
that dealers keep always handy. 


“Thumbs all over me... 


used 308 pages in the 1948 Directory 


Write for booklet on “How to Multiply the 
Effectiveness of Your Dealer Advertising” 


BUILDING SUPPLY NEWS 


5 SOUTH WABASH AVENUE, 
For Over 30 Years Exclusive Publishers to the Building Industry 


CHICAGO 3, 


ILLINOIS 
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General Foods Starts 
Log Cabin Syrup Drive 
General Foods Corp., New York, 
will launch a campaign beginning 
this month for Log Cabin syrup in 
Family Circle, Life, Western Fam- 
ily Preview and Woman’s Day. 
After a product shortage of nine 
years, General Foods is now able to 
distribute the syrup throughout the 


country. Benton & Bowles, New 
York, is the agency. 


Two Name AW Advertising 

Russ Reyd Laboratories, Inc., 
Ann Arbor, Mich., vitamin manu- 
facturer, and LuMor Plastics, Inc., 
New York, manufacturer of bristle 
goods, have placed their advertis- 
ing with AW Advertising, Inc., 
New York. 


Soap Couponing 
Cuts Price, Adds 
No New Buyers 


grade letterpress printing. We solicit 
| production. Publication, catalog 
‘and large run folders in colors or . 
black. Complete plan, art, ‘engrav- 7 
ing and electrotype service if you 
need it. Open shop. A representa-_ 
A tive will. call at your request. 
DESAULNIERS & CO. 
(1701-3RD AVENUE ¢ MOLINE, ILL. 


Two-City Study Shows 
Total Sales Unaffected 
by Heavy Promotions 


Cuicaco—Coupons, deals, pre- 
miums.and offers can change the 
relative standings of brands in the 
soap field, but in the aggregate 
they do not increase the soap ex- 
penditure of the average house- 
hold. They do not enlarge the 
market, but merely shift consumer 
preference from one brand to an- 
other. Furthermore, there is no in- 
dication that the special deal has 
any lasting effect on normal com- 
petitive conditions. 

These rather startling conclu- 
sions have been reached by the re- 
search department of National 
Transitads, Inc., as the result of a 
seven-month study of the consump- 
tion of packaged soaps and deter- 
gents in Cincinnati and Philadel- 


el 


phia. 
In both these cities, National 
Transitads maintains consumer 


panels, with a representative num- 
ber of local families keeping care- 
ful records of their purchases of a 
variety of products, including soaps 


The Miami Market 


41 in the nation 


in per capita Drug Sales* 


Yes, First in per capita drug 
sales of any Metropolican 
County in the U.S....a soaring 
152% better than the U.S. 


JOHN S. KNIGHT, Publisher 
STORY. BROOKS & FINLEY Notional Representatives ™ : 
Affiliated Stations - WQAM, WQAM-FM, WQAM-FX MT TT ee 


MIAMI .-- An International Market! 


average in this important classi- 
fication, and ahead in all others. 


Figures once again — what 
most advertisers have long 
known... Miami is a great year- 
round market. And one paper 
-- The Miami Herald -- covers it 
solidly, with 98.5 % readership in 
Metropolitan Miami, and signifi- 
cant plus coverage throughout 
the length and breadth of Florida. 


*Sales Mgt. Survey, 1948. 


Miami Herald 
Zone of Influence 
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HOW DEALS AFFECT SOAP AND DETERGENT SALES 
PHILADELPHIA 
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x indicates coupons being redeemed 


WHAT COUPONING DOES—National Transitads traces soap sales for seven months 
in Philadelphia and Cincinnati, checking on the results of a rash of coupon drives, 
which apparently have little over-all effect on the soap and detergent market. 


and cleansers. Checking its rec- 
ords of consumer _ purchases 
month by month from January 
through July of this year, when the 
soap giants battered away at the 
market with an exceptional num- 
ber of coupon and other offers, 
National Transitads discovered 
these significant facts: 


® In Philadelphia, the average ex- 
penditure per family for packaged 
soaps and detergents was $1.31 in 
January. In July, after three ex- 
ceptionally heavy  special-offer 
drives, the average expenditure 
was $1.27. Not once during the 
seven-month period, including two 
months when Duz, Oxydol and 
Dreft were all featuring special 
offers, did the per family expendi- 
ture equal the January figure! 


In Cincinnati, the story was 
identical. At the beginning of the 
seven-month period, average ex- 
penditure per family was $1.69 for 
the month. Seven months later, 
despite major promotions by Rin- 
so, Dreft, Duz, Oxydol, and Tide, 
the figure was $1.53. 

In Philadelphia, 86% of the 
housewives bought the product 
during January, and this percent- 
age of purchasing families was 
never significantly greater. In July, 
it was 84%. The same was true in 
Cincinnati, where 93% bought the 
product in January, and no signifi- 
cant change was noticeable during 
the entire seven-month period. 


® On its face, therefore, the hectic 
promotions, usually involving cou- 
poning of some sort or other, ap- 


p ai 


MATRIX” COMPANY 


To Progressive Matrix Co. 


Here’s my request for a copy of “BETTER MATS.” 


nee! 


Get this helpful, hintful little 
book we've prepared for you. 
; Titled “Better Mats.” it's a 


“inside” story about mats 
written by a mat manufacturer 
that knows the business — 
inside and out! 


Get YOUR Free Cony 
Use This Coupon 
Today! 


517 S. Jefferson Chicago 7 
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parently resulted in soap giants re- 
ducing the family expenditure for 
their products, without significant- 
ly affecting total sales in this cate- 
gory. 

Promotions did exercise a visible 
effect on brands bought, although 
the National Transitads study again 
shows little evidence that gains 
were lasting. 

In Philadelphia, Rinso, which 
had no special offers or deals dur- 
ing the period, was in first place in 
January, getting 21.6% of the total 
dollar volume in its category. With 
no special deals running, it im- 
proved its position to 23.8% in 
February and 25.6% in March. By 
May, with coupon deals running 
for Duz, Dreft and Oxydol, 
it slipped to 21.6%, but was still in 
first place, and in June, although 
the other three promotions were 
still in effect, it improved its posi- 
tion fractionally, moving to 21.8%, 
holding that figure for July. 


® On the other hand, Duz started 
the year with 11.2% of the dollar 
volume, moved up steadily to 
16.9% in April, and in May, with a 
coupon promotion in effect, in- 
creased handsomely to 19.1%. But 
the next month, with coupons still 
being redeemed, it slipped back to 
17.2%, and in July was down to 
15.2%. Dreft started with 6.8% of 
the dollar volume, moved up to a 
peak of 9.4% behind its coupon 
promotion, but by July was back to 
7.2%. Oxydol started with 11.2%, 
got up to 12.9% with the aid of the 
couponing effort, but by July was 
back again to 11.2%. 

The heavy couponing, although 
apparently doing no lasting dam- 
age to Rinso, the market leader, 
obviously took a bite out of Super 
Suds, which started off the year 
with 10.3% of the dollar volume in 
Philadelphia, and reached a low 
point of 2.5% in June, staging a 
comeback to 5.3% in July. 


® In Cincinnati, the brand gyra- 
tions were more spectacular. The 
leader, Tide, started out with 21.2% 
of the dollar volume in January, 
and wound up in July with 30.6% 
of the volume, but not before it 
toppled to third place in May in 
the face of coupon onslaughts by 
Duz and Oxydol. 

Rinso started out with 12.6% of 
the Cincinnati volume, reached a 
peak of 165% in February, 
dropped to a low point of 7.9% in 
May (when it was cashing cou- 
pons, incidentally), and bounced 
back to 12% in July. Duz got 
11.5% of the dollar volume in Cin- 
cinnati in January, reached a peak 
of 20.9% in May, with the aid of 
couponing, and by July was down 
to 9.5%, at least partially because 
Duz had stopped cashing coupons, 
while six others—Tide, Werx, Vel, 
Dreft, Chiffon and Breeze—were 
still taking them in. 

Oxydol started off with 10.5%, 
zoomed to 18.9% in May behind a 
couponing drive, and with the 
drive over by July, was down to 
9%. Dreft was getting 5.4% of the 
volume in January, climbed with 
the aid of couponing to 13.2% in 
May, and with coupons still to be 
redeemed in July, was back to 
5.5%. 

A graphic picture of the gyra- 
tions of the leading brands in both 
cities is presented in the accom- 
panying chart. 


Arthur Engel Adds Duties 


Arthur Engel, Hollywood Re- 
porter, Hollywood, has added the 
job of television editor to his pri- 
mary responsibility as assistant to 
the publisher. He replaces John 
Hurley, who recently joiried the 
Don Lee Broadcasting System as 
assistant to Pat Campbell, director 
of station relations. 


Sagstetter to Ritchie 


William J. Sagstetter, formerly 
managing editor of The Stockman, 
Memphis, has been appointed an 
account executive of Ritchie Ad- 


vertising Agency, Houston. 


NAB Study Indicates 
Lower Broadcasters’ 
Profits This Year 


WasHINGTON—With higher costs 
more than offsetting increased 
revenues, the National Association 
of Broadcasters predicted last 
week that broadcasting profits this 
year will drop below 20% before 
federal taxes, the lowest in at least 
a decade. 

NAB’s survey of sample stations 
indicated over-all gross revenue 
up 7.4% to $383,000,000 for the 
year, but station expenses up 10% 
to $233,200,000. 

Higher wages, particularly in 
the Middle Atlantic states, ac- 
counted for some of the increased 
expense, but unprofitable FM and 
television were advanced as an- 
other heavy drain on AM earnings. 


® Brightest element in the survey 
was a 10% increase in national 
spot announcement business, up 
from $90,000,000 in 1947 to a po- 


tential $99,000,000 this year. Local 
business has increased 6%, from 
$136,000,000 to $144,800,000, and 
network revenue 6.5% from $125,- 
800,000 to $134,000,000. 

All estimates were in terms of 
gross revenue—revenue to the in- 
dustry after frequency or Volume 
discounts, but before agency com- 
mission deductions. 

“In the early days of spot busi- 
ness, a small dollar volume in- 
crease could show a large increase 
percentagewise,” “Dr. Kenneth 
Baker, NAB research chief ob- 
served. “Now that spot revenue 
has attained considerable volume 
in the industry’s income, an in- 
crease of 10% over the previous 
year is even more significant.” 

While the sample did not lend 
itself to fine breakdowns, NAB 
said national spot business in- 
creased most in the East North 
Central region (Ohio, Indiana, 
Michigan, Wisconsin). Local busi- 
ness scored its largest increases in 
the West North Central region 
(Minnesota, Iowa, North and South 
Dakota, Nebraska and Kansas). 


-Gets Sun Glasses Account 


Alfred J. Silberstein, Bert Gold- 
smith, Inc., New York, has been 
named to direct the advertising of 
Foster Grant Co., Leominster, 
Mass., manufacturer of Grantly 
sun glasses. 


Doremus Promotes Isaacs 


Mark Isaacs, a member of the 
copy department of Doremus & Co., 
New York, has been promoted to 
copy director of the agency. 


Raises Curtin, Shevlo 


Joseph Curtin, former assistant 
art director of the Chernow Co., 
New York, has been appointed art 
director of the agency. Mrs. Rita 
Shevlo, vice-president in charge of 


creative activity, has been elected 
a member of the board. 


100% COVERAGE OF THE = 
LATIN AMERICAN SOFT DRINK INDUSTRY! 


EL EMBOTELLADOR 
oe eye foe Un 
Published quarterly. Jan-Apr-july-Oct. 


KELLER PUBLISHING COMPANY 
80 Broad St., New York 4 
: Penobscot Bidg. 


7 
ALSO PUBLISHERS OF THE NATIONAL BOTTLERS GAZETTE 


LAURENCE, ING. 80°20 


. 


547 SOUTH CLARK STREET « CHICAGO + WABASH 6284 
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—For candy, for instance. Families in one State consume $12.86 worth of 
packaged candy a year—as against $1.10 per family in another State a scant 
450 miles away. 


Why? We don’t know—but we do know that such variations in market 


potentials exist for practically anything you make or sell. It pays to know 
them—but it pays even more to plan your national advertising around them. 


The newspaper is just the medium for this realistic job. It lets you 
blanket your good markets, blank out your poor ones—an approach that 

is fast gaining recognition as the most sensible way to beat waste in national 
advertising and rising costs in national selling. 


We’re in business in behalf of the newspapers of America, to help 


you locate the customer markets for your product—to help you fit your 
advertising to the fact that... 


The Bureau of Advertising, ANPA 


Call or write us at: 370 Lexington Ave., New York 17, Murray Hill 5-8575 


360 N. Michigan Ave., Chicago 1, State 8681 * 240 Montgomery St., San Francisco 4, Exbrook 2-8530 


Published by The Memphis Commercial Appeal and Memphis Press-Scimitar in the interest of more effective advertising. 
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* 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Public Relations 
Please write briefly outlining 
cific experience or 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Walter Lowen 


PLACEMENT AGENCY 


Executives © Copy @ Art © Office 


our 
needs. 


COPY MAN WANTED 


For medium size St. Louis industrial 
agency to write ads, folders, booklets, 
catalogs and the 1001 things industrial 
clients need. Must have at least 5 
ears experience on industrial copy 
The right man will get a secure be 
and good income. Send complete his- 
tory of employment and be honest 
about earnings and why you want this 
job. Our office knows of this ad. Re- 
plies held in strict confidence. Proof 
that you actually wrote the samples 
you send will help. Preference to ap- 
licants from St. or nearby area. 
ashion and food ad writers, begin- 
ners and recent journalism graduates, 
don’t waste postage! 
Box 7184, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


effectiveness guaranteed rather than present 
methods of 15-25%. Planned arrangement 
of contour, type and fixation points con- 
oe eae Gland Tongh lasout of clippings 
tising-layout. roug L 

showing’ elements of ad and indicate what 


is to brought out (price, » Product 
et Engineered layout will returned 
3-5 days. RATES (Send check or Money 


order. ) 


Full Page Mag. or Nwspr. $50.00 
Half Page Mag. or Nwspr. $25.00 
Qtr. Page Mag. or Nwspr. $15.00 


Also Brochures and Direct-by-mail pieces. 
AD-GINEERING, 7455 8. Merrill St., 
Chicago, tll. 


Paci 


numbers edd two 


HELP WANTED 


THE ADVERTISING MARKET PLACE 


RATES. 75c per line, minimum charge $3. 


Cash with order. Figure bold face heads 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ADVERTISING MANAGER 
for nationally known drug product com- 
pany in the South. Man should have ex- 
perience in radio advertising and must 
know agency procedure. Must be cap- 
able business man and mgr. as well as 
a creative thinker. Give full background 
and salary requirements in first letter. 

Box 9799, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Ha 7-2063, Chicago 


Advertising Specialty Salesmen to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
{Exclusive territory. Prefer Experienced 
'men now handling other recognized ad- 
| vertiaing display items. Write for details 


and samples. Rosco Manufacturing 

Company, 439-465 Central Avenue, 

Rochester 5, N. Y. 

ACCOUND EXCCUEIVE  .......0.ccccrceeseerseesseeeeee Open 

Advtg Mgr-Industl Exp  .....ccccccccccccceeeee 
COPY WEICCES  ..00.000.000c0000000 $350 

Layout Artists  .....0..00000:00.0.c000 Top Salaries 


SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


ARTISTS—Top grade 

for women’s fashions 
Association of Art Studios 

104 S. Michigan Ave. 
Chicago 3, Ill. Room 1630 


Adv. Salesmen for both General and 
Anniversary Editions. ABC weekly. 
Substantial Commissions to producers. 


Box 9818, ADVERTISING AGE 
330 W. 43nd St., New York 18, N. Y. 


vancement. 


100 E. Ohio St. 


UNUSUAL OPPORTUNITY 
For Top Flight Advertising Man 
in Up-and-Coming Chicago Agency 


The man we seek definitely isn’t looking for a job. He already has 
a good one, but is always willing to consider any opportunity for ad- 


He probably is an Account Executive with experience that has put 
him on the Plans Committee of a leading agency. His salary is at least 
$15,000 per year. He is a man who can take a product from scratch and 
plan for it a complete advertising and sales promotion program. Fur- 
thermore, he can personally see to it that this program is carried out to 
the last detail, even to the extent of pinch-hitting on copy if necessary. 

The man we seek has had at least a dozen years of agency experi- 
ence, much of it specifically in merchandising “hard goods” such as 
ranges, refrigerators, washing machines, and the like. To him we offer 
the opportunity of handling a “blue chip” account that is definitely 
making a bid for leadership in a highly competitive field. 

In writing, give a brief resume of experience, age, and other per- 
sonal data. If they match our requirements, we will be most anxious 
to talk further with you. Our staff knows of this ad and your letter, 
of course, will be held strictly confidential. 


ADVERTISING AGE 
Address Box 7185 


Chicago 11, Ill. 


OUR ADVERTISING AND SALES PROMOTION 
MANAGER IS AVAILABLE 


Our advertising operations, along with other divisions, 
are being decentralized under a recently adopted com- 
pany policy. As a result, we want to find for our Adver- 
tising and Sales Promotion Manager a new opportunity 
in keeping with his background, experience and abilities. 
He has handled our highly diversified business very ably 
for more than five years. A former advertising agency 
account executive and trade magazine editor, he is an 
all-around advertising and sales promotion man with an 
excellent executive-creative record. Strong on organiza- 
tion, planning, research, copy, follow-through. Direct 
mail award winner. Knows how to co-ordinate advertis- 
ing and promotion with sales for best results. 


For further details, write President, Box 7186 


ADVERTISING AGE 
-330 W. 42nd St., New York 18, N. Y. 


PROMOTION MANAGER 
Qualified executive to manage _ sixth 
year of cooperative advertising and 
publicity program sponsored by industry 
group manufacturing consumer  dur- 
ables. Chicago headquarters. Salary 
commensurate with ability and results. 
Give full personal history, education, 
and experience including recent photo. 
Application strictly confidential but Must 
be detailed and complete to be con- 
sidered. 

Box 9813, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST WANTED by grow- 


ing advertising agency in pleasant 
medium sized city near Chicago. 
$4,000. 


Box 9815, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WANTED—Advertising assistant 
for direct mail sales promotion. Cap- 
able of composition and copy work, 
layout, sketches, and with creative 
ability. Give experience. Salary open. 
Write P. O. Box 869, Alliance, Ohio 


POSITIONS WANTED 


Lettering Artist—Top Quality. 
exp. in all branches. Free lance or 
permanent. Age 36. 

Box 9817, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


When a good space salesman wants 
to make a change, there’s a _ reason. 
Mine is a desire to work in New 
England. A. B. degree plus experience. 
Address: 

Box 9811, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Experienced Farm Publication 
Space Salesman 


would like to make a change. Best 
of references. Thorough knowledge 
of farm merchandising and adver- 


tising. Now employed on a midwest 
farm paper. : 

Box 9812, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


LAYOUT AND PRODUCTION MAN 

9 yrs. agency experience. Except. 
well qual. Desires part-time or full- 
time with small or med. agcy. 

Box 9814, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RES ES WANT 


Business men’s “trade paper’, 4 
years old, in black, wants well 
established representative organ- 
ization to represent us in New 
England, Midwest, Pacific Coast. 
Please _ give complete picture of 
your set-up in first letter as_ evi- 
dence of your ability to visualize 
your own story. 
Box 9809, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 
Publisher’s Representatives 
With offices in New York and Philadel- 
phia. Quality publications only. Our 
method calls for seasoned men for 
each publication. 
Box 9778, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
NEWSPAPER FOR SALE 
Suburban shopper with 14,000 cont- 
rolled circulation in rich and grow- 
ing market. Exceptionally high 

reader interest. $12,000. 


Box 9810, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
EXCELLENT OPPORTUNITY 
FOR INDUSTRIAL AD-MAN 


to purchase substantial interest in small 
established agency in Chgo-Milw. area. 
Growing pains require a man familiar 
with organization and production. No 
accounts required. All replies strictly 
confidential. Give background and ex- 
perience in first letter. 

Box 9816, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Gets Miller Beer Account 


Miller Brewing Co., Milwaukee, 
has appointed Klau-Van Pieter- 
som-Dunlap Associates, Mil- 
waukee, to handle its advertising, 
effective Jan. 1. 


Bodine & Meissner Moves 

Bodine & Meissner, Inc., adver- 
tising agency, has moved its offices 
to 357 S. Robertson Blvd., Beverly 


18 years 


Sumplicny Pattern Company's 
main plant a Nijes, Michigan, 
‘teeds” unhnished pamerns tw 
finishing plants at Cerand Rapids. 
Mutugan and Terre Haute. indi- 
ana. Up to a mallion pounds a 
month are hauled tw these posts 
and rewrned—all by Froehauf 
Trarters 

Whe are Trailers aved’ One 
reaseer os shew veiphe & creck 's be 
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by any other method 
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HEN an item cetails for only 25¢—like milady’s dress 
patterns, for example—you can be sure the manufacturer 
is using every available method which will cut production 
costs. Aod, here's how Fruchauf Trailers lend a helping: hand. 


All af chese advantages combine 
© serve a tough two-way move 


ing cooMoeny that can’ be matched 


* Fruchout Trailers migh: well form 
a partern for worthwhile savings 
in your business? Freehaut builds 

tring heer 

dreds ot different industries. The 
full Tratler etary is most interest- 
iag. Phone voer aceress Pruchaul 


spell haul- 


to yrs that 
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ENGINEERED 


FURST mm teack-Traute transport! « | EM OU TR OILERS ON. 


FRUEHAUF’S PATTERN—Fruehauf Trailer Co., Detroit, has scheduled this page for the 

Nov. 6 issue of The Saturday Evening Post through Kudner Agency, New York. The 

ad tells how Simplicity Pattern Co. cuts production costs by using Fruehauf trailers 
to link its three plants in Niles and Grand Rapids, Mich., and Terre Haute, Ind. 


Can Sell 2,000,000 
Video Sets, G-E 
Distributors Told 


Syracuse, N. Y.—The sale of 
television sets may reach a peak 
of 2,000,000 units next year if pic- 
ture tubes are made available, 
Ernest H. Vogel, manager of mark- 
eting for General Electric Co.’s 
electronics department, predicted 
here. 

Industry-wide business in 1949 
should reach $330,000,000 at the 
factory, and the sale of 1,600,000 
units, he told a conference of 120 
G-E radio and television distribu- 
tors at Electronics Park here. 
Greater sales will depend upon the 
available supply of picture tubes. 
General Electric is now geared 
to share heavily in the field, Mr. 
Vogel told the distributors, and its 
engineers are developing models 
“which should give us a big jump 
toward leadership, starting early 
in 1949.” 

Walter M. Skillman, manager of 
sales for the company’s receiver 
division, estimated that 70% of 
G-E’s radio-video dollar volume 
business in 1949 will come from 
television. 


@ Mr. Skillman said the division 
is working on a program whereby 
present owners of some standard 
line radio-phonograph combina- 
tions and all Musaphonics will be 
able to convert their record play- 
ers for micro-groove reproduction 
at a reasonable cost. Addition of 


Hills, Cal. 


the micro-groove phonograph to 


TO THE PUBLISHER INTERESTED 


talking with one good publisher of 


_ SELLING ORGANIZATION IN THE MIDDLEWEST 


A publishers’ representative organization with a successful advertising 
sales record—and a selling organization of four top-notch advertising 
salesmen—who have the best advertising and agency contacts—with 
headquarters in Chicago and now selling in the territory west of Pitts- 
burgh to Denver, and the Twin Cities to Dallas—are now interested in 


wants to build real advertising revenue in this territory. 


We are only interested in a publication that is well financed—has an 
aggressive editorial policy—good circulation—and can be mutually profit- 
able for publisher and sales organization on a long term basis. 


We are not interested in any short term, speculative publication ventures. 


Box 7167 Advertising Age 
100 East Ohio Street Chicago 11, Illinois 


IN A TOP NOTCH ADVERTISING 


a general or trade publication who 


radio combinations should streng- 
then radio sales, he declared. G-E 
will be on the market next month 
with new models incorporating the 
long-playing record phonographs. 

Television is retarding the sale 
of expensive radio-phonograph 
combinations but prospects for the 
receiver business generally have 
not been impaired, the distributors 
were told by Dr. W. R. G. Baker, 
G-E vice-president and head of 
the electronics department. He said 
necessary adjustments within the 
industry probably will be made 
“fairly rapidly,” and that it is off- 
ered the opportunity of replacing 
existing combinations with an in- 
strument providing all the services 
—an “entertainment center” in 
the home. 


Gantner & Mattern to R&R 

Gantner & Mattern Co., Holly- 
wood, manufacturer of Gantner of 
California swimwear and sweaters, 
has appointed Ruthrauff & Ryan 
to handle its advertising. Edward 
L. McDonald has been transferred 
from the New York office of the 
agency to San Francisco, where he 
will serve as account executive 
working with Edith Skemp, adver- 
tising director of Gantner & Mat- 
tern. The account will be under 
the supervision of Jack Fleisch of 
the Chicago office. 


WLW-.-T Signs Gruen Watch 


Gruen Watch Co., Cincinnati, 
has signed a 52-week contract for 
time signals over WLW-T, Cin- 
cinnati television station, Mondays 
and Tuesdays at 7:30 p.m., EST, 
and Fridays at 7:50 p.m., EST, 
starting Oct. 25. Grey Advertis- 
ing Agency, New York, is in charge. 


% | want free-lance artwork (creative 
modern layouts e spot drawings e styl- 
ized lettering e package designing, etc.) 
from a company who can guarantee a 
volume of business. You will receive 
oad service and top notch work priced 
right. 


Box 7187, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


Low Cost Illuminated Signs 
' Mirro-Signs 
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All's Fare in Air 
as Lines Batile 
to Regain Traffic 


New YorkK—If you think ad- 
vertising is confusing, you should 
be in the airline business. - 

The airlines which had glee- 
fully adopted the “commuter’s 
ticket” principle, saving the 15% 
federal tax for persons who made 
two round trips between any two 
points in a 30-day period, were 
thrown for a loss when the Bu- 
reau of Internal Revenue did a 
flip-flop and said it couldn’t be 
allowed. 

The only line actually involved 
was Mid-Continent Airlines, which 
had sought and obtained permis- 
sion from the Treasury to offer 
inter-city commutation tickets. 

Poised and ready to do the same 
thing were National, United, 
Northeast, Northwest, TWA and 
American. United already had run 
large space ads announcing its in- 
tention of instituting the com- 
mutation plan, pointing out that 
on four one-way trips, users of 
the commuting ticket would get 
not only 15%, but actually 174%. 


ws The commuting plan was just 
one aspect of a current airline 
problem: how to get back into the 
mass transportation business. 

United had a 5% discount on 
round-trip tickets. 

Mid-Continent had asked the 
CAB to approve 20% fare reduc- 
tions for a group-purchase plan, 
where ten or more persons sign up 
for a trip. Mid-Continent said it 
was thinking about athletic teams. 

TWA reportedly has a similar 
plan in the hopper. 

United and American had 
shaved their extra fare for fly- 
ing aboard DC-6s, and American 
had tried to solve its traffic load 
problem by offering family rates 
on the first three days of the week. 
Under this plan the father pays 
full fare for himself, half fare for 
wife and children. 


# Also, an idea of even more dras- 
tic revision was shaping up. On 
the Caribbean-New York run, 
Pan-American competes directly 
with a number of non-scheduled 
operators, principally on the Puer- 
to Rico haul. The non-scheduled 
operators have long since reached 
load limits undreamed of in most 
domestic transportation. Pan- 
American has just cut its fare 
40%, and by interior rearrange- 
ments boosted capacity to 63 in- 
stead of 52 passengers. 

Capital Airlines—the subject of 
more merger rumors than any 
other—announced a 4¢-a-mile 
coach flight from New York to 
Chicago. The fare for the “Night- 
hawk” is $29.60 plus tax, and is 
only $2.30 more than railroad 
coach fare between the cities (AA, 
Oct. 4). 

How much of a dent the new 
rates will make is not yet clear, 
but a preliminary report on 12 
cities by American Airlines showed 
that its load factors on the first 
three days of the month under the 
“family plan” had increased from 
8 to 34%, and averaged between 
15 and 20%. . 


Snap Names Stanfield 

Harold F. Stanfield Ltd., Mont- 
real, has been appointed to handle 
the advertising and sales promotion 
of Snap Co., for its complete line 
of hand and household cleansers. 
Consumer and dealer promotion 
for Superfine cleanser is planned 
for the immediate future. 


Koenig Joins Y & R 

Edward L. “Ned” Koenig, for- 
merly account executive with 
West-Marquis and Honig-Cooper 
Co., Los Angeles, and a member of 
the sales promotion staff of John- 
son & Johnson, New York, has 
joined Young & Rubicam, Holly- 
wood, as an account executive. 


Belgian Congo Outlet 
Goes Commercial 


Commercial time is now avail- 
able on Radio Congolia in Leopold- 
ville, Belgian Congo, the station’s 
U. S. representative, Pan Ameri- 
can Broadcasting Co., New York, 
reports. On the air since 1939, 
Radio Congolia, which broadcasts 
on 1,500 watts short wave, reaches 
the French-speaking residents of 
the Congo and adjacent French 
Equatorial Africa. 

The Department of Commerce 
reported there were 10,000 radios 
hy Belgian Congo as of August, 


Sand Promoted by ‘Parents’ ’ 


Edward A. Sand has been ap- 
pointed circulation director of 
Parents’ Magazine, succeeding Fred 
W. Stone, who is retiring. Mr. 
Sand has been Mr. Stone’s as- 
sistant for the past two and a half 
years and prior to that was in the 
circulation department of the Mag- 
azine of Wall Street. 


Drexel Takes 15 
Pages in November 


‘House Beautiful’ 


DrexeE., N. C.—The Drexel Fur- 
niture Co. will “repeat” its 27- 
page insertion in the August, 
1947, issue of House & Garden this 
November—with a 15-page ad in 
House Beautiful. 

Last year’s advertisement, 24 
pages of which were paid for by 
stores carrying the Drexel line, 
sold out Drexel for seven months 
within a week after the ad ap- 
peared. 

This year, Drexel will pay for 
one page while 56 retailers will 
share the cost of the remaining 
space. 

John Falkner Arndt & Co., Phil- 
adelphia, Drexel agency, along 
with the advertiser, was the win- 
ner of an advertising award for 


the excellence of the 1947 maga- 


zine ad. Both last year’s and this | | 


year’s ad promotes Drexel’s Pre- 
cedent line of furniture. 


Chicago Allied Florists 
Plan ‘Sweetest Day’ Drive 


The Allied Florists’ Association 
of Illinois, Chicago, has launched 
a campaign leading up to “Sweet- 
est Day,” Oct. 16, which is being 
promoted for the first time in 
Chicago. Metropolitan newspapers, 
community and foreign language 
newspapers, as well as radio spot 
announcements on metropolitan 


and foreign language stations, and | == 


window displays are being used. 
In addition, the association is 
sponsoring the “Allied Sports Re- 
port” over Station WBBM, Chi- 
cago, 6-6:15 p.m. Ruthrauff & 
Ryan, Chicago, is the agency. 
Other cities participating in the 
special promotion are Cleveland, 
which has observed the event for 
the past 12 years, Dayton, Detroit, 


. Buffalo and Pittsburgh. 


If you want a Decision 
Speak to the TOP Man! 


This magazine is edited 
exclusively for top of- 
fice management ex- 
ecutives who make the 
decisions regarding 
_ large volume pur- 

chases of office equip- 
ment, machines and 
supplies. 


OFFICE MANAGEMENT 


and EQUIPMENT 


The Office Executive's 
Own Magazine. 


GEYER PUBLICATIONS -— 
: st. 1877 — 


ade rectories. 
260 FIFTH AVENUE, 
NEW YORK 1, WN. Y. 


agentes” ee ae eae 
Se ae ee ais bs 67 = 
ll ei aah a ac . 
en ati. ee vin : hls ate a J f } | 
ee ee . = 413 ay 
is nga: eee ‘ — m ay | eran iil ee 
ad Per (eae aan Po ono BE . wi . i > 7 
es jhe ears ee ae 7 
a pe re oe : pe { ; / 7 
i | | pL 
48 Tie ie 
‘ b Lae ae a 
. oo » | BP e 
hse] : ‘ Be fn 
a : 
ty : 
ieee ‘yt! go ss Ai 
= im 
: as orrice 
| *) Ht | MANAGEMENT pate 
a | ome . eee v Spots 
%, < 4 Z | ‘a 
| ~~ 
ee | a i 
| 
j , 
Ai, Be r= et — : a bits. 
‘y “a . “y ian Bi anise Z si e ; . ‘ ; = 
2 ”, Oe a Pi Oe ont ¢ : * = 
s a " 7 ge — s 
= a Ba etry ion. : ‘ 4 fe 
s amet ia a a % >=" li i 
mg ae an ae, os ee ue ae. i Pb? So pone ES 
; SE arrests tae ei. _— , ey to fs . 
J Pe ae he te ;: oa} ee tad nee ¥ a aa Rate? th “ ps 
| pete nr oe iS See ry er $ J ee 
‘eager. a Ny anne i THE # 
| eK act: 4 x id MIL L Te) N Gs a 
“ | a ~~’ a,” > rh y Pe 
i Ff é ee. f y Px : 
? ns, ies 6 j Farm Families sc a 
le ki oe of America eh ~ 
re a i as , ie é 
r 2 - 
3 = = — ie 
a » —— = a 
e i he ae ; 
; 
g ‘ 
: , *dvertising M€ssage in Nation ’s Agriculture ee 
literally Puts a finger ©n the key to farm Pinion in coe 
| America. The 1,358,810 farm families who read Nation ’s a Poke 
Agriculture TePresent Without Westion the real farm e 
leaders Of the Y. S. Nation’, Agriculture is editeg *Pecifically 
for these Farm Bureay families Who influence the buying 
| Preferences Of their eighbors their “Ommunities 2nd the Nation, 
: | Copies of the above booklets are @Vailable Upon Tequesr, Just Write | ae 
| aia 
| to George Chatfielg of 
| 3 a 
ai pee 
Cage Bh r 
Whe Nation SeeEUOT Tee ss 
| a 109 wy. WABasy AVENUE , CHICAGO 2, ILLINOIS mee ts 
it 
i, a ni ols! Sees EERE TL 
eae i: Mg ae bangers What ey Serer 


7 


Columbia Signs Bekins 


Bekins Van & Storage Co., Los 
Angeles, has signed as sponsor for 
“Hollywood Music Hall,” a half- 
hour musical program over the 
Columbia Pacific network, at 8 p.m. 
Bekins has previously used a simi- 
lar program, “Music Hour from 
Hollywood,” on NBC. The contract 
is for 52 weeks. Brooks Advertis- 
ing Agency, Los Angeles, handles 
the account. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE | 

- CAR-CARD HOLDER) 

a Nea CARDISPLAY CO. wed 
1004 MARQUETTE AVE. MINNEAPOLIS. MINN 


Chambers Wins Ad 
Award Of Funeral 


Directors Meeting 


New YorK—W. W. Chambers 
Sr., the enterprising mortician of 
Washington, won the Thomas M. 
Quinn Award for the outstanding 
advertising of the past year at the 
annual convention of the Adver- 
tising Funeral Directors of Amer- 
ica here. 

Mr. Chambers, whose adver- 
tised claims of the world’s largest 
undertaker and of low-cost fu- 
nerals have won him national at- 
tention, often engaged in uncon- 
ventional promotion. During the 
war, Mr. Chambers sent pictures 
of pin-up girls to servicemen over- 
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*Sales Management, 1948 
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NEWSPAPER PRINTING CORPORATION, AGENT 
Represented by The Branham Company 
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seas, and his calendars are more 
apt to have a bouncing blonde 
adorning them than the conven- 
tional leafy glade. 

A similar award went to xadio 
comedian Digby O’Dell, because 
his “Life of Riley” show has con- 
tributed to greater understanding 
of the position of funeral directors. 


w The president of the group 
Thomas M. Quinn, Thomas M. 
Quinn & Sons, New York, pointed 
out in a brisk speech that the 
influence of advertising in the fu- 
neral business has been to bring 
to the masses convenient, modern 
chapels with highly-specialized 
staffs, and a savings in cost brought 
about by resultant low overhead. 

He pointed out that in his own 
advertising—he has five chapels 
on Long Island—‘‘we have found 
it desirable to be a good neighbor 
in the community” and have con- 
ducted safety-first campaigns to 
win the good will of the area. _ 

The group heard various media 
representatives, including John 
Giesen, director of the retail di- 
vision, Bureau of Advertising; R. 
E. Melcher, national representa- 
tive, General Outdoor Advertising 
Co.; Philip J. Everest, managing 
director, National Association of 
Transportation Advertising, and 
Paul Mowrey, national director, 
American Broadcasting Co., on 
television. 


To Smith, Taylor & Jenkins 


Smith, Taylor & Jenkins, Pitts- 
burgh, has been appointed to 
handle the advertising of Eber- 
hardt & Ober Brewery, maker of 
Dutch Club beer; Otto Milk Co., 
maker of Cream-Thru dairy pro- 
ducts, and Surface Chemicals, Inc., 
manufacturer of automotive chem- 
icals and a subsidiary of McKay 
Co. All are located in Pittsburgh. 


JWT Moves Two Departments 


The Chicago office of J. Walter 
Thompson Co. has moved its pub- 
lic relations-publicity and finan- 
cial advertising offices to 619 N. 
Michigan Ave. The new telephone 
number is MOhawk 4-2770. Other 
departments of the agency will 
remain in their present offices 
at 410 N. Michigan Ave. 


Nightingale Press Names 2 


W. L. Chapman Jr. has been ap- 
pointed general manager in charge 
of advertising of Nightingale Press, 
Inc., Rutherford, N. J., publisher 
of R. N. M. C. Roher, formerly with 
Drug Topics, has been named east- 
ern advertising representative, suc- 
ceeding Cyrus Cooper. 


Gosse Starts Drive 


The F. A. Gosse Co., Seattle, is 
launching a fall and winter cam- 
paign for Red Breast salmon in 
newspapers in New York, Phila- 
delphia, Washington and Boston. 
The agency is Jasper, Lynch & 


Fishel, New York. 
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Times Square Gets 
First of GOA’s 
New Structures 


New YorK—The first of a new 
type of outdoor advertising struc- 
ture has been erected in Times 
Square by the General Outdoor 
Advertising Co. 

The structures are arranged to 
display four 24-sheet posters. si- 
multaneously, and three have been 
installed on the square with four 
still to come. 

The structure is modeled after 
the new official panel of the Out- 
door Advertising Association of 
America, designed for OAAA by 
Raymond Loewy at a cost of $50,- 
000. 


FOUR-IN-ONE—This is General Outdoor Advertising’s new structure, seven of which 

are to be erected in Times Square, and thereafter will be expanded to all GOA 

cities. It holds four standard 24-sheet posters, and conforms to the design by 
Raymond Loewy. 


Space on the four-panel struc- 
ture will be available as part of 
the regular showing of national 
and local advertisers who use 
GOA’s facilities. Burr L. Robbins, 
executive vice-president of GOA 
in Chicago, said the new struct- 
ure will be installed in GOA cities 
as part of its plant expansion. 

“With increasing availability of 
such materials as steel and lumber, 
a program of expansion of struc- 
tures is now getting under way,” 
Mr. Robbins noted, adding that 
the new panels in Times Square 
reach more than 1,000,000 “look- 
ers” a day. 


Textile Mills Names Bersin 
Nathan Bersin has been ap- 

pointed promotion manager of the 

Textile Mills Co., Chicago. 
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Newspaper Price Ads 
Boost Haller 371% 


NEw YorK—The results of a re- 
peat ad which boosted the sales of 
Haller Reserve blended whisky 
371% in three months were re- 
ported here today by Walter Weir, 
Inc. 

According to A. E. Macon, vice- 
president of Weir, the liquor field 
in Pennsylvania was dominated by 
strong sales leaders, solidly en- 
trenched. The agency determined 
that the best approach was one that 
talked price. Accordingly, the copy 
said: “If you could get whisky as 
good as you’re now using—for only 
$3.45—would you buy it?” 

By forsaking “rhetoric for arith- 
metic”—and coming into the mar- 
ket 20¢ to 56¢ below competition, 
and by tying the theme into news- 
papers, outdoor and car cards, the 
campaign immediately began to 
show sales increases. 


= These are the percentage in- 
creases in sales by two-week 
periods, compared to an April 15- 
30 base: 18.6%, 50.3%, 112.4%, 
189.8%, 259%, 371.5%. 

Mr. Macon said the procedure 
took an understanding client, since 
custom dictates new copy for each 
successive insertion of the average 
campaign. Incidentally, he figures 
that by running the single piece of 
copy without change for three 
months, the client saved about 
$5,000 in art and production costs. 

The copy has now been changed 
slightly: The phrase ‘“Pennsyl- 
vania’s fastest growing whisky fa- 
vorite” has been added. 


CARSTAIRS SELLS 
ECONOMY, QUALITY 

NEw YorK—The “man who 
cares” is now careful, so far as 
liquor cost is concerned. 

With this premise, Carstairs 
Bros. Distilling Co. puts a thrift 
angle into its “man who cares” 
copy theme. In a series of 760-line 
newspaper ads in Eastern Seaboard 
cities, copy like this jingle will 
appear: 

If you care for a real whisky 

treat 

And you care about making ends 

meet 

You'll be care-ful to repeat 

Carstairs White Seal, please. 

Copy says, “You don’t need the 
key to Fort Knox to enjoy this 
quality whisky. . .” 

The Carstairs White Seal is close 
to the bottle and gets somewhat 
less attention than in previous 
years. In smaller space, the man 
who cares hands out financial ad- 
vice: “If you care how your friends 
will rave—and you care about the 
money you save.. .” 

In other small space ads, Car- 
stairs will conduct a quiz type 
campaign, built around “Be specif- 
ic, Please,” in which readers are 
asked whether a pictured vehicle 
is “a hansom, victoria or landau.” 
And of course, specific points about 
Carstairs whisky. 

Another small space series goes 
into thegtrical magazines like Play- 
bill, and a trade campaign is 
scheduled for 21 business papers. 

Lennen & Mitchell has the ac- 
count. 


Goodrich Shifts Two 


Don M. Tatem, manager of the 
Birmingham district, has been 
named manager of the Kansas 
City district of the replacement 
tire sales division of B. F. Good- 
rich Co. He succeeds W. A. Olson, 
who has formed his own business. 
Charles S. Millikin, who has been 
general supervisor in the Washing- 
ton district, has been appointed to 
replace Mr. Tatem in Birmingham. 


Wechsler Joins Ad Bureau > 


Larry Wechsler, formerly in the 
production department of Eliza- 
beth Arden Sales Corp., has been 
appointed production manager of 
the promotion department of the 
Bureau of Advertising, ANPA, 
New York. 


Northwestern U. 
Conducting Series 
of Video Studies 


Cuicaco—Northwestern Univer- 
sity is conducting a series of ten 
studies of televiewing habits here. 
The first was conducted in video 
set owners’ homes in the Hyde 
Park area of Chicago recently and 
a second is under way now in 
Evanston, IIl. 

This will be disclosed in St. 
Paul tomorrow (Oct. 12) by Dr. 
Charles L. Allen, assistant dean, 
Medill School of Journalism, 
Northwestern University, and re- 
search consultant of John W. Shaw 
Advertising, Chicago, in a talk 
before the American Mutual In- 
surance Advertising Sales Con- 
ference. 

Dr. Allen indicates that findings 
of the studies, which cover sponsor 
identification, will not be made 
public until all ten studies are 
completed. Recently, Dr. George 
R. Terry of Northwestern revealed 


findings of a study in the metro- 
politan Chicago area on the effect 
of video on family recreation 
habits (AA, Aug. 30). 

Dr. Allen will stress to the 
insurance men the importance of 
consistency in ad copy. Penetration 
of an advertiser’s message can be 
increased from one-third to one- 
half by using a sequence of four 
ads, Dr. Allen believes. 

Any consistent ad program, how- 
ever, must be supported by cooper- 
ative advertising, local newspaper 
and radio tie-in advertising and 
this on as wide a spread as pos- 
sible, he believes. He will also 
emphasize that the insurance 
agents work toward securing more 
expenditures in advertising. 


Schoenfeld to Goer! 


H. Schoenfeld & Sons, New 
York, distributor of spices and food 
products, has placed its advertising 
with Stephen Goerl Associates, 
New York. Newspapers, trade pub- 
— and direct mail will be 
used. 


‘St. Petersburg Times’ 
Appoints Newson 


H. Dorsey Newson, advertising 
and public relations counsel, has 
been appointed promotion manager 
of the St. Petersburg Times and 
also will act in a similar capacity 
with WTSP, St. Petersburg, owned 
by the Times. From November, 
1947, to last July Mr. Newson was 
associated with Maas Brothers, St. 
Petersburg department store. 


Hubinger Appoints Grant 


The Chicago office of Grant Ad- 
vertising has been appointed to 
direct the advertising of Hubinger 
Co., Keokuk, Ia., manufacturer of 
quick elastic powdered starch, ef- 
fective Jan. 1. 
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nent rights to commercial firms 
interested in using mobile radio 
service in carrying out their ac- 
tivities. 

The ANPA brief asked for fre- 
quencies for radio mobile phones 
used in sending news and pictures. 
The association claims the pro- 
posed allocation would deprive 
newspapers of mobile service al- 
ready under way on an experi- 
mental basis in a number of pub- 
lishing organizations. 


NNPA Postpones Meeting 

The National Newspaper Promo- 
tion Association has postponed its 
regional meeting which was to 
have been held in Memphis Oct. 10. 
The reason given was the increas- 
ing amount of fall promotion ac- 


MAIL ADVERTISERS—Newly-elected officers of Direct Mail Advertising Association, 
headed by President Dale Y. Ecton of Trans World Airline, Kansas City (center), take 
their responsibilities a bit solemnly, at the 31st annual conference of the DMAA in 
Philadelphia. The others are (left to right) Harry E. Foster, Harry E. Foster Agencies 
Ltd., Toronto, Canadian vice-president; A. M. Sullivan, Dun & Bradstreet, New York, 
secretary-treasurer; Harry A. Porter, Harris-Seybold Co., Cleveland, American vice- 
president, and Frank Frazier, New York, executive vice-president of the association. 


vealed that the company is now 


tivities which limited attendance. 


Jennings, Ia., Gets Daily 

The Daily News, Jennings, Ia., 
a five days a week afternoon daily, 
began publication Oct. 4, replacing 
the Jeff Davis Parish News, a 
semi-weekly. Franklin Hildebrand 
is editor and publisher. 
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Toni s Market: 
Cats, Husbands 
And-er-T wins 


New YorK—The Toni Co. has 
found that one out of every two 
women give themselves home per- 
manents, and expects its own sales 
to reach 30,000,000 kits in 1948, 
according to Irving Brooks Harris, 
vice-president of the Chicago com- 
pany. Mr. Harris said so at the 
Oct. 7 luncheon meeting of the 
cosmetic division of the Fashion 
Group, New York. 

Explaining the meteoric rise of 
the Toni home permanent wave, 
Mr. Harris .said, “After all the 
money we’ve spent on advertising, 
a recent survey done by Foote, 
Cone & Belding, our advertising 
agency, discovered anew that more 
people by far try Toni because of 
a recommendation by a friend than 
because of all the advertising we 
do. That coming from the agency 
must be indisputable.” 

Probably the most interesting 
thing that has happened to the 
Toni Co. is the fantastic mail re- 
ceived from gratified users, Mr. 
Harris said. One woman wrote: 


a “I have been trying to write you 
for a long time. Now that I am on 
vacation I can. For two years I 
have been a silent unpaid sales- 
man of your sponsor, Toni Home 
Permanent. I have recommended 
it to... prominent people. Ex- 
actly what I am writing for is a 
gift. I'd prefer a gas range, lug- 
gage, or if not possible, I would 
like a wrist watch. Thanking you 
in advance...” 

Another letter said: “I like Toni 
so well I have given ‘Topsy’ one. 
‘Topsy’ is my angora cat. She has 
two soft curls beside her ears—she 
looks as pretty as I do.” 

Mr. Harris also reported that the 
company has a file loaded with let- 
ters from wives who have given 
Tonis to their former straight- 
haired husbands. 


= A curly-haired man’s wife 
wrote: “My husband’s hair was 
continually getting in his eyes, and 
if he didn’t just about plaster it 
down to his head, he never would 
have any peace. I finally talked 
him into it [a Toni]. When it was 
finished and set in two deep waves, 
it was amazing, and now believe], 
me he is a Toni fan.” 

After one year of Toni twin ads, 
with a total expenditure of $500,- 
000, Mr. Harris said the slogan 
“Which Twin Has the Toni?” was 
up in the top ten advertising slo- 
gans according to a survey, all of 
which slogans had had many mil- 
lions spent on them over a period 
of years. 


The Toni vice-president re- 


launching a nationwide Toni twin 
contest and is at work on a plan 
to invite all identical girl twins 
in the New York area, age 2 to 102, 
to a big tea, as part of the effort 
to find Toni twins for the 1950 ads. 


ANPA Asks Room 
for Mobile Radio 
Needs of Members 


WaASHINGTON—The American 
Newspaper Publishers Association 
was in the forefront of more than 
100 special interests appearing last 
week to claim space in the “mo- 
bile” frequencies currently being 
allotted by the FCC. 

A wide variety of interests 
ranging from bus and taxi firms to 
oil prospectors participated in the 
hearing, which is to guide the 
commission in assigning perma- 
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GF Expands Test 
of Split Lines 
for Sales Force 


New YorK—General Foods Corp. 
last week moved into phase two of 
a program designed to increase its 
sales force and retail coverage. 

Three months ago, trying to fo- 
cus the attention of GF salesmen 
on a smaller number of products, 
the company divided its sales force 
into two groups—called red and 
blue teams—in three test districts, 
Philadelphia, Dallas and Cincin- 
nati. 

Wesby R. Parker, general man- 
ager of the General Foods sales 
division, said last week that the 
test had worked so well in the field 
that the plan is being extended to 
six additional districts. More sales- 
men are now being added in New 
York, Atlanta and Los Angeles. 
The red and blue teams will be 
in Chicago, Kansas City and Rich- 
mond by Jan. 1. GF currently has 
24 sales districts. 


a The new plan means that GF 
will have a considerably larger 
sales organization for making calls 
on retailers. 

GF believes it will still retain 
the advantages and economies of 
a central selling organization, but 
each individual salesman will 
carry a much smaller selling bur- 
den. Heretofore the salesman has 
sold approximately 51 products of 
the company’s eight divisions. In 
the test areas, however, responsi- 
bility has been divided, so that the 
red team handles 19 products, the 
blue team 32. 

With this specialization, one 
group customarily handles the bev- 
erage and cereal lines. The other 
group focuses on cake flour, bak- 
ing powder, dessert products, etc. 


a Mr. Parker attributed the need 
for more intensive selling effort not 
only to increased competition, but 
also to the number of products and 
the complexity of the GF line in 
recent years. Along with the tests, 
the company is conducting a com- 
prehensive recruiting and train- 
ing program for new salesmen. 

General Foods is believed to 
have about 700 salesmen at pres- 
ent. In the test areas, sales staffs 
have been increased as much as 
100%, and the eventual adoption 
throughout the company’s sales 
districts would mean that the com- 
pany adds hundreds of sales rep- 
resentatives. 

GF said the test had not pro- 
gressed enough to reveal any sales 
results of the new plan, but the 
expansion indicates that prelimi- 
nary reports are heartening. 


Forms New Subsidiary 


Standard Oil Co. (Indiana), Chi- 
cago, has established Indoil Chemi- 
cal Co., a wholly-owned subsidiary 
to handle chemicals, with offices 
at 910 S. Michigan Ave., Chicago. 
Officers of the new corporation 


' are: W. B. Plummer, who has been 


manager of Standard’s chemical 
products department, president; Dr. 
R. C. Gunness, vice-president, and 
H. R. Peterson, who has been sales 
manager of chemical products 
department, sales manager. Dr. 
Gunness is manager of research 
of Standard and will continue in 
that position. 


Steffy Joins Yankee Board 


George W. Steffy, vice-president 
of the Yankee Network, Boston, 
has been appointed a member of 
the network’s board of directors. 
He has been associated with Yan- 
kee for 20 years. 


Jack Ewing Transferred 


Jack Ewing, on the advertising 
staff of the Progressive Farmer, 
has been transferred from Dallas 
to the publication’s Chicago office. 


Goebel Introduces 
Extra Dry Beer 


Detroit—lIntroduction of Goebel 
Extra-Dry beer was begun on a 
sectional basis in Michigan Oct.3. 

With newspaper space predomi- 
nating, the company plans what 
President Edwin J. Anderson 
called “one of the greatest and 
most intensive advertising cam- 
paigns in Goebel history.” The 
newspaper campaign will be aug- 
mented by a campaign in mag- 
azines, outdoor, radio and a com- 
plete repackaging of the entire 
Goebel line from labels to trucks. 

The Extra-Dry campaign will 
mark the first major change in 
Geebel policy since 1939, when the 
company launched the Gold Label 
beer. 

A change in the public taste was 
offered by Mr. Anderson as one 
reason behind the company’s de- 
cision to launch Extra-Dry. 

“As you know,” he said in a 
letter to Goebel distributors, “most 
people no longer want heavy food 


and heavy drinks. The taste trend 
is for light blended whisky and 
light drinks such as dry Martinis, 
dry ginger ale, and dry champagne. 
Goebel Extra-Dry is a dry, light 
beer, light to the taste and light 
after drinking.” 


Loudon Promotes Gardner 

Donald W. Gardner, of Henry 
A. Loudon, Advertising, New York, 
has been appointed a vice-presi- 
dent of the company. Prior to the 
war, Mr. Gardner was in the 
Philadelphia and Boston offices of 
N. W. Ayer & Son. 


Spurgeon Agency Formed 


F. W. Spurgeon Co., new adver- 
tising agency, has been established 
at 127 Montgomery St., San Fran- 
cisco. Mr. Spurgeon was formerly 
with Long Advertising Service, 
San Francisco. 


Mougey to Ewell & Thurber 


C. R. Mougey, formerly adver- 
tising and sales promotion manager 
of Wilson Refrigeration, Inc., 
Smyrna, Del., has joined Ewell & 


Thurber Associates, Toledo. 
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Dulla to American Trade 
Robert Dulla has been appointed 
art director of American Dry 
Cleaner and American Laundry 
Digest, published by American 
Trade Magazines, Inc., Chicago. 


NAMA Schedules Meeting 


The National Automatic Mer- 
chandising Association will hold 
its 1948 convention and exhibit 
Dec. 12-15 at the Palmer House, 
Chicago. 


This is the dominant 
publication serving an 
industry selling $445,- 
000,000 worth of new 
oilheating installa- 
tions annually to the 
U. S. public 


Write for market data 


Fugtoit & Or Heat 232 Madison Ave. 


_LExington 2-4566 


Open New Doors to Profit... 
Cash In at Point-of-Sale! 
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AMERICAN AIRLINES 


IT’S TIME 


ADVERTISE ¢ IDENTIFY © DECORATE e WITH MEYERCORD DECALS 


s 


TO SELL AGAIN!. 


.. Typical Meyercord Decals that 
work day and night at the point of sale—to identify dealers, invite 
customers—sell more products, at less cost, larger profit. 


MEYERCORD 


ECAL SIGNS 


Meyercord presents the Ad-Visor, a complete manual on 
Decal signs. Twenty idea-packed pages show in full-color 
how large and small advertisers use low-cost Meyercord 
Decals. These washable, durable Decal signs sell night and 
day on windows, doors, backbars and showcases—in any 
size, colors, design. They're easily applied, welcomed by 
dealers because of Meyercord’s unlimited, personalized 
combinations. Let the Meyercord Ad-Visor guide you to 
free space—to identify your dealers...to sell your products 
to millions of ‘impulse buyers.” 


WRITE FOR YOUR FREE COPY 
USING BUSINESS LETTERHEAD 
PLEASE ADDRESS DEPT. 39-10 
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Gilbert Heads Research 


Reginald E. Gilbert, former as- 
sistant district sales manager for 
the Newark, N. J., district of the 
United States Rubber Co.’s tire di- 
vision, has been appointed director 
of market research and merchan- 
dising at the Norman S. Gilbert 
Co., New York. 


Boynton Quits Orange-Crush 


Allan R. Boynton has resigned as 
assistant director of merchandising 
of Orange-Crush Co., Chicago. 


HOW TO REACH 
THE FARMER... 


We are now handling one of the 
most active public relations pro- 
grams ever devised to reach the 
American farmer. Methods and con- 
tacts can be put to use immediately 
for some farm organization, manu- 
facturer of farm implements or feeds. 
Present account in no way competi- 
tive. Write Public Relations Division, 
HW&A, 321 Talbott Bidg., Dayton 2, 
Ohio. 


Libby Rounds Up 
Big Sales Drive 
for Pumpkin Pie 


(Continued from Page 1) 
show, “My True Story.” 

Tying in with Libby, Pillsbury 
will feature pumpkin pie and its 
own crust mix in color advertising 
during November in national mag- 
azines, Chicago Tribune, New York 
News and New York subway post- 
ers, plus radio announcements and 
special store display material. 

The Can Manufacturers Insti- 
tute will promote pumpkin pie in 
a “Budget Menu” ad in the Nov. 
21 American Weekly; General 
Mills will tie in its new Crustquick 
with full-color ads in The Saturday 
Evening Post and This Week Mag- 
azine, black-and-white ads in six 
other magazines, and radio an- 
nouncements on its daytime shows 
during October and November; 


Pet Milk Co. will feature pumpkin 
pie on Mary Lee Taylor’s program 
and “Saturday Night Serenade,” 
via CBS, and will tie in its mer- 
chandising poster and recipe serv- 
ice; and American Dairy Associa- 
tion will play up “Pumpkin Pie 
Time” in full-color ads in The 
American Weekly and _ Better 
Homes & Gardeus. 

“The frost is off the pumpkin,” 
Libby announces to dealers, whom 
it offers such merchandising helps 
as newspaper ad mats, over-wire 
hangers, display cards, shelf tuck- 
ers and can tops. 


w In a second “harvest-time” pro- 
motion, Libby will feature its 
canned fruit cocktail, peaches, 
pineapple and apricots, along with 
recipes for four popular cake items, 
with a full-color spread in the Oct. 
22 Life and full-color pages in 
Good Housekeeping, McCall’s and 
SEP. 

Dealers are offered similar mer- 
chandising aids and the fruit prod- 
ucts also will be promoted via 
“My True Story” through No- 
vember. 


PANEL SPEAKERS—Agency heads who formed an “Information Please” panel at the 
Oct. 1-3 convention of the Continental Agency Network in Chicago include, left to 


right: Ward Olmsted, partner, Olmsted 


& Foley, Minneapolis; Elmer S. Horton, 


partner, Horton-Noyes Co., Providence, R. |.; Alvin Long, owner, Long Advertising 


Service, San Jose and San Francisco; A. 


H. Fensholt, president, the Fensholt Co., 


Chicago, and John Faulkner Arndt, president, John Faulkner Arndt & Co., Philadelphia. 


Video Broadcasters 
Will Meet Dec. 8 


E. P. H. James, Mutual vice- 
president, will serve as chairman 
for a one-day clinic of the Televi- 
sion Broadcasters Association Dec. 
8 at the Waldorf-Astoria Hotel in 
New York. The organization’s an- 
nual awards will be made during 
the luncheon. 


7 _- 


: . Colorado Ranks 


You can reach and sell this rich market, 
economically and profitably, through THE 

DENVER POST ...the most widely read selling 

medium in the Rocky Mountain Empire. 

The Sunday DENVER POST roto, comic, and 
roto-magazine sections provide 98°/, coverage 

of Denver, 67°/, coverage of the enfire state of 

Colorado, and a total circulation of 374,97I|— 

A.B.C. Statement, March 31, 1948. 


*Source: Sales Management 
Survey of Buying Power 
May 10, 1948 


‘Toast of the Town’ 
and Texaco Program 


Lead in Two Cities 


New YorK—Columbia’s “Toast 
of the Town,” now sponsored by 
Emerson Radio & Phonograph 
Corp., then sustaining, was the 
viewers’ choice in New York for 
September, rating 40.7, according 
to Pulse, Inc. i: 

Next in line was the “Texaco 
Star Theater” (NBC) which scored 
38.7. With the exception of Du- 
Mont’s “Small Fry Club” (27.0), 
others in the top ten were sporting 
events, baseball and_ boxing. 
WNBT (NBC) placed three of 
these; WCBS-TV, two; WABD 
(DuMont) one, and WPIX 
(Daily News) one. 

Combined sets-in-use (33.0) was 
up slightly over the August figure 


‘|of 30.2. Radio only (11.1) dropped 


0.6, while television only went up 
from 20.2 to 23.5. 

Philadelphia listening also was 
covered in this report. Four tele- 
casts, “Toast of the Town,” the 
“Texaco Star Theater” and two 
sportscasts made the top ten in 
both cities. 

As in New York, the average 
for video sets-in-use in Phila- 
delphia is approximately double 


homes. 


‘N. Y. News’ Seeks 
Paper Company Stock 
to Insure Newsprint 


New YorkK—In order to insure 
newsprint supplies, the News Syn- 
dicate Co., publisher of the New 
York Daily News, will purchase 
2,500 shares of the common stock 
of the St. Croix Paper Co. of Maine, 
if stockholders of the latter com- 
pany approve. 

Directors of St. Croix will meet 
on Oct. 28 to act on the matter. 
The company owns 600,000 acres 
of timberland in Maine and New 
Brunswick and produces about 275 
tons of newsprint daily. 

If the News sale goes through, 
the transaction will provide about 
$500,000 for the St. Croix expan- 
sion program, which includes plans 
for $1,600,000 in plant improve- 
ments during the next five years. 


RCA Victor Will Sponsor 
Election Night Show 


RCA Victor division of the Radio 
Corp. of America, Camden, N. J., 
will sponsor NBC’s election night 
coverage over a seven-station mid- 
western network. The telecast will 
start at 8 p.m., EST, and continue 
until the outcome is assured. 

The station list: WNBK, Cleve- 
land; WNBQ, Chicago; WBEN-TV, 
Buffalo; KSD-TV, St. Louis; 
WTMJ-TV, Milwaukee; WWJ-TV, 
Detroit, and WSPD, Toledo. RCA 
Victor’s agency is J. Walter 
Thompson Co. 


‘Post’ Promotes Three 


Carlton Hatcher, a member of 
the classified staff of the Denver 
Post, has been appointed assistant 
classified advertising manager. 
Robert Dunaway and Robert Shan- 


ahan, classified salesmen, have 
joined the retail advertising staff. 


radio sets in use in _ television: 
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Gillette and RCA 
Furnish Video Sets 


for Series Overflow 


Boston—Baseball fans here 
who were unable to get tickets 
for the World Series didn’t miss 
seeing the event, thanks to tele- 
vision and the Gillette Safety 
Razor Co. x 

Sports enthusiasts throughout 
the nation, of course, also had 
Gillette to thank for the radio and 
television coverage of baseball’s 
big moment. Mutual stations, plus 
several others, broadcast the 
play-by-play. All video stations 
with a link to Boston or Cleve- 
land could carry the telecasts of 
games originating in each city. 

The Boston games were carried 
over the East Coast video net, and 
the Cleveland games were tele- 
cast in St. Louis, Detroit, Toledo, 
Milwaukee, Chicago and Buffalo. 

In_ several cities, post-game 
station breaks were sold to ad- 
vertisers other than Gillette. Re- 
liance Mfg. Co. in Chicago, for ex- 
ample, conducted test spot tele- 
vision commercials. 


s In Boston, some 100 television 
receivers—six miles of cable were 
required for the hookup—were set 
up in the Boston Commons by 
RCA Victor. In the center of the 
park was a work tent, a central 
distributing point for power and| 
headquarters for a corps of repair 
men on hand for emergencies. 

There was a steady turnover 
in this outdoor audience. The 
crowd for the opening game was 
estimated at from 10,000 to 15,- 
000 persons. Mutual, out to make 
most of the event, gave it the full 
publicity treatment. Station breaks 
reminded listeners: “This is the 
Mutual Broadcasting System—the 
World Series network.” 

MBS stations, in advance, were 
furnished with a promotion bro- 
chure from the network, and 
along with it went a banner pre- 
pared by Gillette. 

Many major set manufacturers, 
as usual, gave the series a play 
in their newspaper advertising 
and ‘capitalized on the event to 
boost receiver sales. 


Crosley Elects Shouse 


Chairman of the Board 

James D. Shouse, president since 
1946, has been elected chairman of 
the board of Crosley Broadcasting 
Corp., subsidiary 
of Avco Mfg. 
Corp., Cincinnati, 
succeeding Irving 
B. Babcock, who 
recently resigned 
as president of 
Avco. Mr. Shouse 
will continue as 
president of Cros- 
ley. 

In addition, 
Mr. Shouse is 
vice-president 
and a member of 
the board of directors of Avco. 


WBKB Adds ‘Ford Theater’ 


Beginning Oct. 24 at 6:30 p.m., 
WBKB, Chicago television station, 


- will launch a nine-month series of 


hour long, one-per-month Ford 
Theater dramas. The series, pro- 
duced by CBS in New York and 
featuring Broadway and Holly- 
wood stars, will be seen via Para- 
mount Pictures’ exclusive tele- 
transcription service. Kenyon & 


Eekharct, New York, is the agency. 


Radio Club Elects McGuineas 


William McGuineas of Station 
WGN, Chicago, has been elected 
president of the Chicago Radio 
Management Club for the year 
1948-49. Other officers include Hal 
Rorke of J. Walter Thompson Co., 
vice-president; Holly Shively of 
Ruthrauff & Ryan, secretary, and 
Mary Poloson, Mitchell-Faust Ad- 


| Last Minute News Flashes 


Semi-Annual ‘Bridegroom’ Bows March 1 

New YorK—Esquire, Inc.’s new magazine, Bridegroom, will make its 
debut on March 1 with a circulation guarantee of 100,000. Esquire, Inc. 
has sold 35 pages of retail advertising so far and is just getting started 
on national advertising. The new magazine for husbands-to-be will be 
published twice yearly and will probably sell for 50¢. 


Taylor-Reed Appoints St. Georges & Keyes 

GLENBROOK, CoNN.—Taylor-Reed Corp. has named St. Georges & 
Keyes, New York, to handle advertising for Cocoa Marsh and Tumbo 
puddings, previously handled by Ruthrauff & Ryan. St. Georges & 
Keyes had previously had the company’s drug products. A campaign 
for Cocoa Marsh and Tumbo will get under way Oct. 12, utilizing radio, 
outdoor and dirigible- promotion. The campaign involves $1,000,000, 
three-fourths of which goes into Douglas Leigh outdoor and dirigible 
advertising. It is Leigh’s biggest contract. 


Texaco Gives New PT Much Ad Support 

New YorK—The Texas Co. will introduce a new anti-freeze, PT, 
which stands for “permanent type,” this month with four-color page 
ads in Collier’s, Life, Look and The Saturday Evening Post, in addition 
to commercials on its ABC radio program and NBC television show. 
Erwin, Wasey & Co., New York, is handling the campaign on PT. 


U-I's ‘Kiss’ Ads List Small-Town Houses 

New YorK—Universal-International Pictures will use a “territorial 
premiere” system to introduce “Kiss the Blood off My Hands,” with 
which all advertising in a major city carries the names of theaters in 
outlying towns getting the picture. First two cities to get the picture 
are Pittsburgh and Philadelphia. Newspapers and spot radio will be 
used, with a budget of $275,000. Monroe Greenthal Advertising is 
the agency. 


Swift to Drop ‘Archie Andrews’ Show 

Cuicaco—In line with its new, and still unannounced, pattern of 
advertising for Swift foods, and especially Swift Premium Franks, 
Swift & Co. late this month will drop its NBC Saturday morning 
comedy show “Archie Andrews.” Although emphasis in the basic 
promotion program will be shifted, there will be no let-up in the 
over-all drive. J. Walter Thompson Co. is the agency. 


Bergen Does, Allen Doesn’‘t ‘Stop Music’ 

New YorK—Chase & Sanborn’s Edgar Bergen and the Ford Dealers’ 
Fred Allen returned from summer vacations to their NBC programs on 
Sunday night Oct. 4 to face the full-hour “Stop the Music” giveaway 
and emerged with opposite listener standings. A special report of 
C. E. Hooper, Inc., gave “Stop the Music” 14.6 for the full hour: 13.1 
for the first half hour, against Bergen’s 14.9, and 16.1 for the second 
half hour, against Allen’s 12.2. 


Norge Appoints Schuman Ad Production Manager 

Detroit—The Norge division of Borg-Warner Corp., in reorganizing 
its advertising department, has appointed John D. Schuman advertis- 
ing production manager. Mr. Schuman was formerly with Campbell- 
Ewald Co. as assistant executive on the Norge account. F. H. Toler, 
in charge of water cooler sales; H. G. Hillyer, district sales represent- 
ative, and H. J. Stouffer Jr., formerly with F. L. Jacobs Co., have been 
named product promotion managers. C. H. MacMahon will continue 
as director of advertising and public relations. 


Byer-Rolnick Names Paul Smith Agency 

New YorkK—Byer-Rolnick Co., maker of Resistol self-conforming 
hats, has appointed the Paul Smith Advertising Co. to handle a greatly 
expanded ad program to start with a full-color page in Life Nov. 29 
and continuing in Collier’s, Life and The Saturday Evening Post. 


their economy and health value. 
More than 60,000 requests were re- 
ceived for a_ shellfish cookery 
booklet promised in the 1948 ads. 


Fisheries Institute 
To Use Two Women’s 
Magazines in 1949 


W ASHINGTON—National Fisheries 
Institute announced last week that 


‘Chicago Tribune’ Rate 
Increase Is Announced 


its 1949 advertising campaign will 
be based on monthly full-color 
page and half-page insertions in 
cwo women’s magazines. 

Under the schedule followed 
during 1948, the first year of in- 
dustry ad activity, half-column ads 
have been used in nine women’s 
magazines. 

In announcing the expanded 
program for 1949, William Eardley, 
of Seattle, chairman of-the adver- 
tising committee, stated that the 
association had made “an unusu- 
ally fine start” during its first year 
and that it expected an even more 
effective program in 1949. 


ms Handled through J. Walter 
Thompson Co., the National Fish- 
eries Institute campaign involves 
a continuous flow of news, infor- 
mation and advertising about fish 
and shellfish products. 

The two magazines for 1949 have 
not been announced. During 1948, 
the institute has used American 
Home, Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Parents’ Magazine, Woman’s Day 
and Woman’s Home Companion. 

Current institute material seeks 
to “educate” the housewife to the 
varieties of fish and shellfish avail- 


vertising Co., treasurer. 


able, how to cook and serve them, 


An increase in general adver- 
tising rates, effective Jan. 1, 1949, 
has been announced by the Chi- 
cago Tribune. The daily open line 
rate will be advanced from $1.40 
to $1.50, and the Sunday rate from 
$2 to $2.25. For 25,000 lines or 
more, the respective rates are $1.35 
(currently $1.25) and $1.85 (cur- 
rently $1.70). 

Color rates (exclusive of plate 
cost) remain $900 additional for 
two, three or four colors daily, but 
the color rate for Sunday’s full 
run is advanced to $1,500, with 
Sunday city and suburban alone 
costing $1,200. 


AFM. Record Makers 
Meet, Seeking Agreement 


Negotiations, opened officially 
Oct. 5 to end the American Feder- 
ation of Musicians’ ban on the 
manufacture of records and tran- 
scriptions, were continuing last 
week as AA went to press. 

Following their first formal 
meeting since last January’s plat- 
ter holiday, James C. Petrillo, 
president of the union, and repre- 
sentatives of the record industry 
indicated their eagerness to reach 
an agreement. The problem re- 
mained one of finding a method of 
continuing the union’s free concert 
program, paid for by royalty fees, 
within the provisions of the Taft- 
Hartley law. 


Fe kee ow gal 
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Agencies See Basis 
to Reach Agreement 
with Radio Writers 


NEw YorK—The advertising 
agencies committee which has been 
negotiating with the Radio Writers 
Guild was preparing an answer to 
the guild’s Oct. 5 letter last Friday. 

This letter was expected to stress 
the admen’s feeling that the two 
groups are nearing a common 
meeting ground, “with the way 
cleared for going ahead without 
delay if the guild would apply for 
certification.” However, it was 
also expected to emphasize again 
the differences between the agency 
problems and those of a network. 

In its Oct. 5 letter, the guild 
stated that the committee’s rejec- 
tion of its offer would mean that 
the problem would be referred to 
the membership at meetings in 
New York, Chicago and Hollywood 
on Oct. 13. The members author- 
ized a strike, if necessary to obtain 
their aims, in the spring of 1949. 

Meanwhile, guild executives an- 
nounced that some package agen- 
cies, handling network shows, al- 
ready have signed on the same 
terms as the four major networks. 


National Biscuit 
Runs Blank Page 
in Oct. 11 ‘Life’ 


NEw YorK—“It’s a stopper,” is 
the description that George Oliva, 
advertising manager of the Na- 
tional Biscuit Co., gives to the 
unique Ritz cracker spread in the 
Oct. 11 issue of Life. 

The difference between this 
3pread and most others is that the 
Nabisco left-hand page is a white 
blank with the exception of three 
small words in the lower right- 
hand corner, reading “The Out- 
standing Cracker,” and an arrow 
pointing to the right-hand page, a 
color ad for Ritz. 

Mr. Oliva told AA that it’s a 
different way of using two pages 
which undoubtedly draws more 
readership to the right-hand page. 
The agency is McCann-Erickson, 
New York. 


‘American Weekly’ Offers 
Less-Than-Page Color Ads 


Beginning with the Jan. 2, 1949, 
issue, The American Weekly, New 
York, will offer less-than-page ad- 
vertising units in color. Half-page 
color units will cost $13,750, and 
the 3/5 page unit rate will be 
$16,000. The color page rate, start- 
ing Jan. 1, will be $22,250. The 
rates are based on 9,000,000 circu- 
lation. The last official ABC fig- 
ures for the six months ended 
March 31, 1948, were 9,723,695. 


Sheppard Names Wertheim 


J. B. Sheppard & Sons, Phila- 
delphia, linens, has appointed 
Wertheim Advertising Associates, 
New York, to handle its advertis- 


ing. 


ART FOR GLASS—Libbey-Owens-Ford Glass Co. will launch an unusual campaign for 
plate glass in the Oct. 16 Saturday Evening Post and November Better Homes & 
Gardens. Pasted up here to show how the ad may appear in the Post, the copy 
consists of a four-color bleed right hand page illustration, and a quarter page 
facing, explaining the picture and delivering the Libbey institutional message. 


$400,000 Plate 
Glass Series 
Begun by L-0-F 


(Continued from Page 1) 
September and November. Better 
Homes & Gardens will carry six 
of the series beginning with No- 
vember and continuing through 
February, April, May, October and 
December in 1949. 

Total cost of the campaign has 
been budgeted at $400,000. It will 
be the first strictly plate glass cam- 
paign the company has _ sched- 
uled. Previously special campaigns 
aimed at the consumer have em- 
phasized safety plate glass for mo- 
tor cars and Thermopane insulat- 
ing windows for homes. 

Art work is being done by 
Joseph W. Jicha, 47-year-old 
Cleveland artist, nationally known 
for his water colors, several of 
which now hang in the permanent 
collections in the Cleveland Mu- 
seum of Art and Butler Institute 
at Youngstown. 

The Jicha paintings will run in 
full-page bleed space, with no copy 
at all appearing on the page. On the 
facing left-hand page, a quarter 
page at the lower right hand cor- 
ner will carry a 150-word story of 
the painting, and the Libbey- 
Owens-Ford signature. 


® First painting in the historical 
series portrays a homesteader un- 
loading his goods in Ohio in 1830, 
and the tragedy of the broken 
dresser mirror which marks his 
family’s cultural tie with the old 
home in Connecticut. The second 
will depict Capt. John B. Ford, 
founder of the American plate 
glass industry, supervising instal- 
lation of the first plate glass win- 
dow in a store in Albany, Ind. 

The historical theme of the se- 
ries was developed largely by 
James M. Ashley, director of pub- 
lic relations for Libbey-Owens- 
Ford, who also supervised much of 
the historical research involved. 
Placement and production details 
are being handled by Franklyn 
Hawkins, advertising manager, and 
Fuller & Smith & Ross, Cleveland, 
which has handled the L-O-F ac- 
count for more than seven years. 


‘Flash’ Glass Wax Gets 
New Promotion in Chicago 


Glass Wax Corp., Chicago, which 
ran the first full-page ad for its 
Flash glass wax in the Oct. 7 Chi- 
cago Daily News, plans a continu- 
ing campaign for the product in 
both metropolitan markets and 
smaller test cities. Teaser ads are 
now being used in New York, prior 
to a larger-space campaign. 

Distribution of Flash is being 
handled on a city by city basis, 
following the first promotion in the 
Chicago market, via newspaper 
space and some radio time, last 
May. Charles S. Silver & Co. han- 
dles the account. 
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‘Sports Afield’ Corrects 
Ad List in ‘AA’ Copy 

Through error, Sports Afield in- 
correctly listed the Auto-Lite Co. 
as one of its advertisers in an 11- 
page color advertisement which 
appeared in the Oct. 4 issue of 


ssi ADVERTISING AGE. 


(Continued from Page 1) 
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* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 
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Edited and Published by REX W. WADMAN 
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two national product contests, in- 
cluding Procter & Gamble’s Dreft 
and Oxydol. The test employed 
newspaper advertising and store 
displays to support the national 
contests at the retail level. 


i'm Results of those experiments, 
ADVERTISING AGE was told by Wm. 
J. Sanning, advertising manager, 
“proved to us the latent power of 
national contests when aggressive- 
ly promoted at retail.” Instead of 
a couple of products, Kroger now 
is tying in its own contest with 
current promotions of six leading 
national advertisers. 

While -Kroger’s °48 fall cam- 
paign doesn’t include a product 
contest of its own, Kroger-manu- 
factured coffee will be promoted 
through the use of a costume 
jewelry premium offer, starting 
Oct. 21 and continuing through 
.the remainder of the year. 


That’s why so many WDBJ 
advertisers continue with the 


station year after year. 
have found per-sale advertising 
costs low. 
motion Department is an added 
help, increasing results you 
would normally get from send- 
ing your message to our loyal 


They 


And WDBJ’S Pro- 


listeners in 38 counties. 


WDBJ 


ROANOKE, 


Ask FREE & PETERS 


CBS » 5000 WATTS « 960 KC 
on om and Operated by the 
TION 


WORLD CORPO. 
Vv yO 


_ FREE & PETERS, INC., National Pipsenenielinnin: 


Kroger ‘Bonus’ Contest 
Ties in Eight Others 


Kroger is tying in with the eight 
national contests, running through 
Nov. 21, being conducted by these 
leading manufacturers: Kraft 
Foods Co., for Parkay margarine; 
Thomas J. Lipton, Inc., for Lipton’s 
tea; Procter & Gamble, for Oxydol; 
Colgate-Palmolive-Peet Co., for 
both Super Suds and Palmolive 
soap; Quaker Oats Co., for Quaker 
and Mother’s Oats, and Quaker 
Puffed Wheat and Rice, and Lever 
Bros. Co., for nine of its products. 


ws Kroger is offering three prize 
winners in each of these eight con- 
tests, who buy the products at a 
Kroger store and write the name 
and address of that store on the 
winning entry, a year’s supply of 
groceries for a family of four. 
Each family will be awarded a cer- 
tificate, redeemable at any Kroger 
outlet, valued at $1,200 at current 
prices. Government estimates are 
used to figure the four-member 
family’s food needs. Kroger win- 
ners will be picked by the same 
judges of the eight contests. 

Starting Oct. 7, Kroger stores 
are celebrating “Super Value 
Week,” offering both Kroger- 
manufactured and national brand 
products. The second week of the 
eight-week merchandising event 
will be a Libby or Stokely canned 
food sale week with emphasis on 
the new pack; Kroger branches 
stock one or the other of these two 
brand lines. The third and fourth 
weeks will be “Famous Brands” 
weeks, featuring several of the 
products being promoted in the 
national contests, as well as other 
big names featured last year in 
Kroger’s big promotion, “Stars of 
the Food World.” Plans for the 
final four weeks are still under 
wraps. 


ws The kick-off sale Oct. 7 was 
heralded by a double truck in 
154 metropolitan newspapers, as 
well as smaller ads in 1,033 other 
papers in the 19 states where 
Kroger operates. The initial full- 
color ad announcing the contest 
offer ran Oct. 10 in 14 rotogravure 
sections and 12 comic sections. 


Another double truck in 154 
papers Oct. 21 will promote the 
jewelry offer, followed by a full- 
color ad in roto and comic sections 
Oct. 24. The first of 200-line ads 
on the jewelry offer will appear 
in seven metropolitan papers 
Oct. 27 and again on Nov. 1. These 
will push the sales of Kroger’s 
three coffee brands, Spotlight, 


French Brand and Kroger Vacuum 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage- of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 
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WEO LIKE YOU TO MEET VIRGINIA 


FELLER, wite of the fomous big teague wor: they are fypxal of the 104% million new famihes sve 
pitcher ond ex Nowy gunnes Mere she is at home nn Wavkegan, Ml woh their two ie taaeoan tone ting tes tak & oor. te tease ellen Seis y att hove 
sons, Seowin, 3, and ory. |. We'd baw yor Yo maot a Fane beunene mony the owe great problem Ld me . 


To the girl who married Bob Feller 


Dear tre. Peller: 


fave you ever wondered what happens 

to the sonay you spend for groceries? 
oe ont woman to another, I thin’ you 
have every right to kos. 


You, and the sillions of cthers sho 
bought our products last’ year, belped 
build General Bilis’ sales to & record 
$458,475,976. Where did this moncy go? 


was 7 tines as large af the share that 
went to sur 13,009 stockholderas 

, Profits, ae weusl, were under M on 
each Gcllar of sales. Lews than half 
of theese earnings went to our steckhold- 
ers; the rest was reinvested in the 
business. (Yor « breakdown of our sales 
@oliar, see chart at right.) 


im closing, Urs.@elier, let we 
steure you that we bere at General 
Mills are doing everything we can 
te sce that you and all the bome- 
mukere of america get fall value 
for every pecty you spend for 
our products, 


Moet of it went to suppliers of raw 
— ond services needed to 
our products. We paid thes. 
ne, 428 ,821--859% of our *seles inccae* 
~~in exchange for their grain, tags, 
cmrtons, transportation and so on. 


The second largest share of sales 


ineome--about 9%, or $42,266,799. ms Sincerely, 
id im wages and selaries to the — ; 
{5,000 ue and stuns chp Ares the Ket Trnocksn 


+7 This figure, by the way, 


BATTED 1.000—General Mills prepared this annual stockholders report ad last 
June, when the Cleveland Indians’ Bob Feller was far from hitting on all eight 
cylinders. Taking a long gamble, BBDO landed a timely ad, which broke in the 
Oct. 3 issue of The American Weekly, followed by the Saturday Evening Post Oct. 


9, and Life 


Oct. 18. 


of earrings. Both the French Brand 
and Spotlight coffee bags will have 
the printed premium offer at- 
tached. 

During the first four weeks of 
the campaign, Kroger will use a 
package of 40 contest spot an- 
nouncements on 30 radio stations 
in its marketing area, each featur- 
ing the star of a program spon- 
sored by one of the national brands 
tied in with the Kroger offer. The 
spots include dubbed-in recordings 
by Bob Hope, Amos ’n’ Andy, 
Great Gildersleeve, Blondie, Judy 
Canova, Arthur Godfrey, Jack 
Smith and Roy Rogers. 


w Kroger’s special contest will get 
an additional impetus from a total 


Pack with the offer, for 50¢, of a,of 1,944 commercials on the three 
rhinestone brooch, bracelet or set | Kroger 


transcribed serial pro- 
grams, also broadcast on 30 stations 
in Kroger territory. These daytime 
serials are “Linda’s First Love,” 
“Mary Foster—Editor’s Daughter” 
and “Hearts in Harmony.” 

Ralph H. Jones Co. handles the 
radio segment of the company’s 
advertising. Newspaper copy is 
placed direct. Kroger is investing 
in advertising now at a $5,000,000- 
a-year clip, with newspapers ac- 
counting for half of that sum. 

Only cost to national brand 
manufacturers for Kroger’s 
“bonus” competition is in supply- 
ing entry blanks and display mat- 
erial which they are providing to 
other retail outlets as_ well. 
Kroger’s merchandising blast will 
include contest banners, window 


__ Market are concentrated in the 47% of the 
Shops employing five or more men... according — 


to the A. S. Bennett Study. 


In this No. | Market, which handles the business 


~ volume, MoToR ranks Ist in Reader Preference with” 
- 282% more votes than Magazine “A” 
60% more votes than Magazine “B” 
101% more votes than Magazine “C” 


Note: This Study wos made solely in Independent Shops and Dealers’ Service Depart- 
ments; it completely ignored MoToR’s well-known pacianelee nds om offices. 
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streamers, shelf markers, over-the- 
wire banners, window posters, 
cards, etc. Each store has been 
supplied with an entry blank dis- 
play rack, highlighting the free 
food offer and set up in the hottest 
traffic spot in the store. They’re 
marked “Headquarters for Fa- 
mous Brands Contests,” and, like 
the newspaper copy, pound home 
the fact that the eight contests 
offer customers a total of $415,000 
in cash and merchandise prizes. 


a The unique merchandising story 
was unfolded before personnel by 
Mr. Sanning and other Kroger ad- 
vertising and sales promotion ex- 
ecutives, at special meetings held 
for the 26 branches. Presentation 
of the sales plan involved a major 
production, complete with stage 
and scenery, attractive girls, circus 
barkers, pitchmen, popcorn and 
soft drinks, and all the traditional 
circus ballyhoo. The ’48 fall 
theme is built around the slogan, 
“The Greatest Value Show on 
Earth.” 

Kroger employes are looking for- 
ward to prizes, too. A company- 
wide contest offers all-expense 
trips to Florida and Cuba as top 
prizes, with 50 store managers and 
their wives to make the trip. All 
workers in winning stores will 
share in the awards, including 
watches, gems and _ electrical 
appliances. 


Appoints Brewer Agency 


Bruce B. Brewer & Co., Min- 
neapolis, has been appointed to 
handle the advertising of Winston 
& Newell Co., wholesale food dis- 
tributor in Minneapolis, and the 
Super-Valu group of stores with 
outlets concentrated in four states 
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I don’t consider as bad 


And midriff in the breeze 


him more ducats, 


in the Upper Midwest. 


Looks Like He Made Me, Too! 


Oh, how I deplore this almighty uproar 
Brought on by the Springmaid ad. 
Colonel Elliott Springs with his harness ’n’ things 


As B. O. and Hali, and Beauless Sally, 

And, DON’T LET THIS HAPPEN TO YOU, 
Or the guy on the verge of libidinal urge 
With a gal who’s wearing TABU. 


I prefer the dear with the bare derriere. 


To Aristocrat Sow and Glamourous Cow 
And, GUARD AGAINST SMOKERS’ WHEEZE. 
So may the Colonel’s bust buckets just make 


And let the mossbacks scream. 
For his ads will bring pleasure in generous measure 
To a man who can only dream. 


(This second contribution to the “AA poets’ corner” comes 
from Al Sharp, Liller, Neal & Battle, Atlanta agency, who 
insists that it was written by a female of similar name wno 
prefers to remain anonymous. If you’ve got some verse 
burbling inside you, send it along. Remember the rules: It 
must have something to do with advertising; the editor is 
the sole judge of its merit; and the only pay is whatever sat- 
isfaction you can get out of having your stuff published). 


Council Elects Ashley 


James M. Ashley, director of 
public relations of Libbey-Owens- 
Ford Glass Co., Toledo, has been 
elected president of the Producers’ 
Council, Washington. He succeeds 
David S. Miller, Armstrong Cork 
Co.; Lancaster, Pa. 


Helps With Army Account 


Botsford, Constantine & Gard- 
ner’s West Coast offices will assist 
Gardner Advertising Co., St. Louis 
and Washington, in servicing the 
U. S. Army and U. S. Air Force 
recruiting service account in eight 
western states. 


Syracuse 


to Omaha... 


a dozen good test cities 


@ In Ohio... Dayton and Canton... Indianapolis 
and South Bend for Indiana . . . Rockford and 
Cedar Rapids . . . others, too. 


@ Sure, with today’s “state of flux’, it’s wise to pre-test any new 


product, advertising or merchandising plan. Have Burgoyne 


measure the success of your program with actual over-the- 


counter sales. 


@ Burgoyne’s test-market setup appeals to thrifty sales man- 


agers of grocery and drug store products . . . it prevents serious 


mistakes . . . it can be tailored to fit any budget. 


@ Ask Burgoyne to submit a proposal. 


Burgoyne Grocery ér Drag Los 


DIXIE TERMINAL 


CINCINNATI 2, OHIO 


Lee Maxwell, 67, 
‘Parade’ V. P., Dies 


New YorkK—Lee Wiider Max- 
well, 67, vice-president of Parade 
Publication, Inc., and a former 
president and chairman of the 
board of the Crowell-Collier Pub- 
lishing Co., died on Oct. 4 at his 
home. 

Mr. Maxwell joined Parade as 
vice-president in 1942 after having 
been associated with Crowell-Col- 
lier from 1913 to 1937. He joined 
Crowell’s as an advertising man- 
ager and in 1923 was elected presi- 
dent. He became chairman of the 
board in 1934. 

Prior to joining Parade, Mr. 
Maxwell was president for a brief 
period in 1941 of the General 
Stores Advertising Co. 

Mr. Maxwell leaves his wife, 
Mrs. Anne Payne Wells Maxwell; 
a daughter, Mrs. Anne Clark; a son, 
Lee Wilder Maxwell Jr., and three 
brothers, Ray, head of Maxwell 
Liquors, Jacksonville, Fla.; Clair, 
of the advertising sales department 
of Curtis Publishing and former 
publisher of Life who sold the Life 
ivrademark to Time, Inc., in 1936; 
and Lloyd, vice-president of Roche, 
Williams & Cleary, Chicago. 


HOPE H. BARROLL JR. 


BALTIMORE—Hope H. Barroll Jr., 
executive vice-president and gen- 
eral manager of WFBR, Balti- 
more, died Sept. 29 at his home 
here of a heart ailment. He was 53. 

Mr. Barroll had been active in 
the management of the station for 
17 years and its general manager 
since 1933. 


W. E. STEVENS 


Pomona, Cay.—W. E. Stevens, 
73, president of the Progress-Bul- 
letin Publishing Co. here, publi- 
sher of the Pomona Progress-Bul- 
letin, died Sept. 29 at the Pomona 
Valley Community Hospital. He 
had been ill a year. 


RICHARD W. LAWRENCE 

New YorK—Richard W. Law- 
rence, 70, chairman of the board of 
Printers’ Ink, died suddenly Oct. 7 
while entering the Chamber of 
Commerce building of the State of 
New York. 

Mr. Lawrence and the late John 
Irving Romer purchased Printers’ 
Ink in 1909 from George P. Rowell, 
who founded the publication in 
1888. The 60th anniversary issue 
will be published on Oct. 29. 

Prior to his association with 
Printers’ Ink, Mr. Lawrence held 
various executive positions with 
piano manufacturers and at the 
time of his death was director of 
the American Piano Corp. He had 


been president of the Bankers 
Commercial Corp. since 1923, the 
Chamber of Commerce of the State 
of New York and for many years 
was chairman of the board of the 
New York Young Men’s Christian 
Association. 

Mr. Lawrence’s son, R. W. Law- 
rence Jr., is vice-president of 
Printers’ Ink. 


FRED C. RITCHEY 

Cuicaco—Fred C. Ritchey, 73, 
former retail advertising manager 
of the Chicago Daily News, died 
Oct. 2 in a Chicago hospital. 
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Vandivert Joins Reeves 


Gretchen Vandivert, formerly a 
copywriter with Conley, Baltzer, 
Pettlar & Steward, San Francisco, ’ 
has joined the copy staff of the San 
Francisco office of Knox Reeves 
Advertising, Inc. 


CLYDE J. HIBLER 


Consultant 
TECHNICAL WRITING 


Catalogs, Publici 

Training Rn 
30 W. Washington Street ,° 
Sentral 3910 Chicago 2, Ill. 


huge industry. 


information, their “bible.” 


Advertising Agencies. 


Write for impos- 
ing list of well 
known advertis- 
ers and other 
important infor- 
mation. 


MEMBERS 


The No. 1 Paper 
in a No. 1 Industry 


Has earned this Badge of Honor! 


WOOD PRODUCTS is now an accredited member of ABC! The 
circulation has been audited and not found wanting — so you get 
a proved circulation as well as a logical one for your needs in this 


@ Now you can buy with complete assurance a circulation that 
PENETRATES the wood product field and reaches the key men 
in the industry — plant owners, managers, designers, superin- 
tendents, foremen — those who make the decisions and BUY! 


@ Those men subscribe year after year because WOOD PROD- 
UCTS is their news paper, their forum, their source of trade 


Over 93% of the space in WOOD PRODUCTS is placed through 


If it concerns Wood, You COULD—With WOOD PRODUCTS! 


OOW 


PRODUCTS 


431 So. Dearborn (Ph. WAbash 2-1000) CHICAGO 5 


REPRESENTATIVES 


New York: Gerard Velthaus Asso., 152 W. 42nd., Ph. WI-7-9043 
Portiand, Ore.: J. A. Converse, Terminal Sales Bidg., Ph. Beacon 1774 
Los Angeles: W. F. Green, 6605 Hollywood Bivd., Ph. Hemstead 3171 


Collins 
Miller € 


ey ae CeCe! eee re : ss ie Oe ae ee go ee i ee cee eee, er ee ee 
ar a pee See ones a . a eal — ie ee a cone ae a ee baa ; oe : TEC alta iaheec Oa a 
48 ee = ree 
os 
Pe 
eae 
ee Tt 
| a - 
Ail oP 
Y healt a “ 
g te. r ZG 
QZZ ae he 
2 et 
ee . an _ 
j 
ee a 
| ee | | 
_ cc le | 
. 
ee 
O- 
ns | ee 
ne ee | 
a ee 
- . | PS 
: 7 ' — 
: ; , —- e 4 
ne | : % «| tae : ; Eh Dai ee 
. | 4 a Lori. . 7 - 
ig ) a Pia, ; . sysacust 
0- 1. ere oe eee ——— 
‘ i — A a en re ieee, 
‘ : Pe ine pete ae 7 7 : ee 
id re een E a — souTm GENO -_ é ee 
és ae re —— es sa Ft shed moianarous es ; ee 
Ss ag ee Bes ee ne ya ork ep ra, ey a ee — ‘ 
ill " 7 : ee 
Ww a ; 
A eC : | 
: Hutchi 
eeeeeee—CSCis ae UTcme ngs 
. Inc. > alae 
> 3 
* 
u . 
. . 
. 
| A ° 7 
. Franklie 2-58 ee 
: Chicos? me 
achigo" pare ; 
207 N- Mi i a See 
ee ee RAWERS a 
ee 
ar p oo ares = 
Fe Se ae eee ee ee ees en , , ) , es 
Ri cape afta, ge ly RENNES ot Boy age od ae nN Nae Re Mala a es ie ae A le ok eri oa Ee aE NI Ee a rr ae | PRE 


-“_—-.- = 


“—_ ew -— = ob oe 


OO ee wee! 
at! 
ee 


pau dt PO 


leads 


x4 
POST (339 issues) 
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LIFE (35 issues) . 


379 
COLLIER’S 439 issues) geri (SbF 


i. pe 


LOOK (Bi-weekly, J8‘ssues) . . _737 pages 


ee 2 


The Saturday Evening Post carried... 


40 4 xa8-more pages than LIFE 
/57 / 1341 more pages thon COLLIER’S 


2296 ? 2006 more pages than LOOK 


ALL FIGURES FROM PLALISHERS 
INFORMATION SURZAU 


FIGURES FOR THE FIRST-6@ MONTHS OF 1948 SHOW: 


The Saturday Evening Post 


--- AGAIN... 
other magazines 
in advertising lineage / 


Why is it one magazine consistently leads all 
others? Here are some of the reasons: 


. The editorial excellence of the Post has long been an acknowledged 
fact. The Post has first choice of the work of the world’s finest writers and 
illustrators. No other magazine provides its readers with such a wealth of 
great reading. 


. People have confidence in the Post. They believe what they 
read on its pages. 


. This belief carries over into the advertising pages. Minds 
awakened and stimulated by the finest writing in America absorb advertis- 
ing messages more quickly and remember them longer. 


. The Post reaches the important millions. The very nature of 
the magazine naturally selects the alert, progressive mind. 


.Post readers are able-to-buy readers. They have above- 
average incomes. They consistently seek a higher stindard of living. 


.. Post readers are leaders — the people wh set the buying habits 
in every community across the land. 


. The advertising pages are a vital and integral part 
of the Post. Survey after survey proves that people like to read advertising 
in the Post—far more than in any other magazine. 


. And, of utmost importance to advertisers, Post pages 
pay off in sales! 


a 


...the first place forfkdvertising “47 


Telev 


Bthe foo 
paying 
‘they do 
“Mercise a 


“McC: 


line sai 


were qu 
ence wa 


That | 
ord tr 
ave be 
im’s 4) 


‘foverwhe 


Glady: 
st says 
how sc 


and only 


hought 


May. 


Arthu 
obile i 
ut of t 
Hoesn’t t 
urers W 


An ind 
bromotio 
ommens 
ults,” b 


Bays, it | 


The tr 
ith thos 
bromotio. 
bracticall 
Love mi 


There 


@articula: 
@oescapab 


onductin 
direct 


The do 


Bhat old 


ssume tl 
Dect. 30-N 
oral su 
ledical / 


Fred A 
hy of hi 

give 
ea). that 
ta idly 


; eg you WH up ho i held . 
Soe / , ; 
. ; = Fa Y a ‘ baught : 
| / i SS SNS | 
g ce 1 Re 
7 ae a 
_ | = 
=. | - 
-—- — 
| : 
— Saat | 
- ae | 
’ ee pages EE a 
— se g 
: cee ages 
ee ne fo 
| — — ee = 
se rs — .. ies ta 
| oe ax EVENE : Be 0 or 
Bee yuR a Boo. Mw 
| _ how 4 4 ee 4 
| ae : | Bn 
| See : — Mera s fc 
| Bs : 3 Be P Ri lone 
. | é a ——_—— 0 Bot: sts 3 
. : eee Be i 2 ls - ie ‘mee: ific, 
ae i (2a) a : “ ‘Wa Th: ol} 
Se = ean ver . 
sua ‘a jen sai Ws ith 
— _ i. 
aah i ert era as MR BTS Rr Oh ed SOS aie pctuate eeo , 


